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More About Regulation 139 


E, in this country are, have always been, inclined 

to try to get around a law which we do not regard 

as reasonable. The case in point is the used re- 
frigerator price regulation 139 which those affected do not 
generally regard as reasonable nor fair. Well, then, what is 
going on in the used refrigerator market? 

One of our dealer friends writes me a letter giving some 
of the results of an investigation he made to find out. He 
wants to operate within the law or get it changed, not to 
evade it. 

The following is quoted. 

“There is no denying the fact that used refrigerators are 
really hard to find, and from the viewpoint of the public, the 
scarcity is greater than actually exists. 

“For example, in one thriving city, the only used refrigera- 
tors I could find for sale were a few miscellaneous boxes, most 
of them in bad condition, in the hands of used, and new and 
used furniture dealers. None of these were priced and in only 
a few cases was I able to get a quotation. The boxes were 
either sold or the salesperson informed me he didn’t know the 
price. 

“The few quotations I could get showed scant regard for 
government ceilings or the value of the merchandise. These 
people, who are not refrigerator dealers and never have been, 
plainly showed they were willing to take advantage of the 
opportunity presented by the sudden withdrawal of competition 
from regular refrigerator outlets. 

“The regular old time refrigerator dealers advised me that 
they were unable to operate a used refrigerator department 
and comply with Reg. 139. Some had placed their boxes in 
rental; others had just stored them away temporarily. One 
dealer showed me more than 100 used refrigerators in his 
basement. When I asked him what he expected to do with 
them, he said he planned to put them in rental service unless 
some relief was provided through revision of present regula- 
tions. 

“My findings in that city matched conditions in my own 
community, where the established refrigerator dealers have 
either placed in storage or in rental service their used stocks, 
and this sudden cessation of business caused an overnight 
scarcity that sent people scurrying to less scrupulous dealers 
to buy poor quality merchandise at prices these dealers had 
never expected to get and would never have been able to get, 
except for this fictitious scarcity. 


Frills in Evasive Selling 


** TN the larger centers I found a somewhat similar situa- 
tion except that I found there all of the frills in evasive 
and unscrupulous selling generally encountered in places where 
keen competition has developed sharp practices to the detriment 
of honest principles. I said the situation was somewhat simi- 
lar—it was similar in that legitimate dealers had none for sale. 
“In fact, it seemed to me it was harder to find used refrigera- 
tors in two metropolitan centers visited than in the smaller 
communities—yet previous surveys by the OPA indicated there 
had been sizable quantities on hand. What has happened to 
these used refrigerators? I can hardly believe all of them could 
have been sold prior to May 18th. It is true a fairly large 
number has been rented; in fact, one large department store 
admitted rentals of approximately 400. 


“Other dealers reported rentals in varying amounts, but 
rentals could hardly account for them all. I found used refrig- 
erators could be had at ceiling prices in some stores if other 
articles were purchased, such as kitchen outfits or some specified 
amounts of furniture. 

“Used refrigerators were also being sold by private parties 
that no doubt came from dealers’ stocks—dealers told me about 
this practice and suggested it was a profitable way of disposing 
of any I might have. Some hinted it was advisable to use caution 
in selling—'refuse’ sales to nosey people who mentioned ceiling 
prices or inquired about year models, etc.” 

This is not a very agreeable picture. The situation here dis- 
closed is not good for any one concerned. But our dealer cor- 
respondent sees some good in the regulation and proposes a 
common sense return to competitive conditions that would work 
to everybody’s benefit. Again I quote: 


Proper Identification Commendable 


sé NE feature of the Regulations that is really in the publi 


interest and that no honest dealer could object to, is 
accurate identification of the refrigerator. By combining the 
information in the Blue Book and the Green Book and making 
some corrections in model numbers, an accurate guide to refrig- 
erator models could be made accessible to every dealer. No 
dealer should be permitted to offer a used refrigerator for sale 
without accurate identification as to make, year model, and 
size. This will permit the purchaser to compare values in the 
various stores and will put an end to the practice of telling 
customers a certain refrigerator is about so many years old. It 
may seem to government officials that the condition of the refrig- 
erator is equally important, but to attempt control of workman 
ship and repairing practices is too complicated to be of prac- 
tical value. If the customer knows the age of the refrigerator, 
he can observe its outward condition and learn what the dealer 
has to say about its value and the dealer’s guarantee of that 
value. It seenis to me the customer must accept the responsi- 
bility of locating a dependable dealer and getting good value for 
his money. The trouble with Reg. 139 is that the government 
in its effort to protect the customer, has offered him no choice 
except to search in a black market. In this type of market he 
is beat before he starts. In an open competitive market, I 
believe the majority of used refrigerators would have been sold 
at fair prices—as scarcity became acute it is reasonable to expect 
that prices would advance or even skyrocket. The practical 
question to ask is whether this condition would have been worse 
than to drive thousands of good usable refrigerators into stor 
age, or force the public to rent with no chance to buy, or force 
people to deal with unscrupulous dealers. Furthermore, I doubt 
if the actual loss to any individual buyer would be in excess of 
the loss by depreciation an owner of a refrigerator is now 
asked to take if he disposes of his refrigerator on the basis of 
Blue Book values—values which the government has at- 
tempted to establish by law.” 
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WwW. T. GARDNER 
President 
Quick Service Electric Company 


Joe Mueller 
with Quick Service 15 years. 





operated 


Service Mgr., Quick Service Electric Co., Pittsburgh. 


HERE is only one fundament 
reason for any merchant to 
conduct a business. That is 
be of service to the community. A 
business built upon service is built 


upon a solid foundation. One which is 


solely for the 


purpose oi 





iking money is constructed upon 
fting sand. War is not an easy 
cne 

Scattered through these United 
States is the nucleus our post-war 

‘ibutive system 

It consists of e businesses 
indred f electr retailers who 
ire in business now and who will 
without doubt still be in business when 
the war is over. These are the re- 
tailers whose businesses have been 
uuilt upon service. During the lush 


lays of huge volume peace time sell- 


thev were neither too busy nor too 


Joe has been 


He is a graduate of the Pittsburgh Vocational school. 
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that a sale is never 
until the purchaser is a 
When the war is over they 
the starting tape with mo- 
Upon them 


dumb to 


torget 
completed 
customer 
will be at 


tors tuned, 


Look at "Quick Service" 


Bill Gardner, president of the Quick 
Company, Pittsburgh, 
fundamental as “a busi- 
ness built primarily to serve.” 

The effect of the war upon the 
Quick Electric Company’s 
business is worth examining. While 
it is but one example of the electrical 
appliance business today there are 
hundreds like it, large and small, 
serving their communities. They are 
loing so because from the time their 


Service Electric 


defines this 


Service 


businesses began they have always 


Philadelphia, P 


done so. With them service is not a 
war-forced necessity ; but a basic busi- 
ness policy. 

Quick Service added a service de- 
partment to its retail electrical busi- 
ness in 1921, twenty-one years ago 
The importance attached to this de 
of the business, even at that 
best be indicated by the 
itself. Service 
was then and is today a basic precept 


partment 
time, may 
name of the company 
of the business 

At present, Mr. Gardner informs me 
there are more than 40 employes on 
the Quick Service payroll. The re- 
pair department keeps 25 men contin- 
uously busy repairing and servicing 
small appliances. In addition to one 
of the largest retail electrical appliance 
businesses in the Pittsburgh area (not 
excepting even the largest downtown 
stores) Quick Service is now recog- 


Small appliance repair bench, Quick Service Electric Company, Pittsburgh. Each 
of the fifteen men at this bench is a “specialist'’ in small appliance repairing. 
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Appliance distribution after the war will be in the hands of the dealers who have made 


service a fundamental part of their business. ... Here's how one dealer (Quick Service) 


and one utility company (Duquesne Light) are making Pittsburgh service-conscious 


\Stop-Gap 


ized as the authorized service sta- 
n for more than 100 electrical items. 
Washers and ironers are serviced in 
ymes and at the factory (meaning 
ust that, for Mr. Gardner’s business 
w includes a_ full-fledged washer 
tory making and selling the Whirl- 
ty Washerette). A dozen additional 
en are employed in the washer serv- 
-e department alone. 
Retail appliance volume lost because 
f war shortages is largely being re- 
laced by increased service volume. 
Here’s the way Mr. Gardner, him- 
self, puts it: “The service picture is 
With new appliances no 
onger to be had in sufficient quantity 
ustomers must preserve their present 
nes. The 
me into 


service department has 
its own” 


How Service Increased 


This is a modest way of saying that 
s service business has increased 


greatly in volume over its peace time 
proportions. Even then an average of 
at least two hundred customers a day 
visited Mr. Gardner’s place of busi- 
ess with appliances in need of service. 
Scores more were and are visited by 
Quick Service trucks whose drivers 
and helpers are trained service men 
who either repair the appliance at the 
‘ustomer’s home or bring it in to the 
owntown repair shop or factory. 

A flourishing part of Mr. Gardner’s 
usiness is the lamp repair department. 
flere old lamps are completely rebuilt ; 
ven to completely new designs if cus- 
omers wish it. The department makes 
i practice of buying old lamps to get 
‘he parts, using them in designing and 
ustom-building completely new lamps. 
Mr. Gardner’s stock of lamps and lamp 
parts would rival that of any large 
tore lamp department. If a customer 
hooses, she can simply say what kind 
fa lamp she wants and it will be 
wilt from the base up to her specifica- 

ms. Jt requires no imagination to 


recognize that this business is not war- 
starved. 

A complete clock department func- 
tions on a similar basis. 

In fact, name your particular brand 
of service business and you will find 
it at Quick Service Electric Company 


What About Retail Volume? 


While all this has been going on 
what about the average dealer’s bread 
and butter—retail volume? It would 
seem from the foregoing that only the 
service business thrives but this im- 
pression is one hundred percent 
wrong. During normal pre-war times 
Quick Service was one of Pittsburgh’s 
largest electrical appliance retailers 
Handling leading nationally advertised 
lines of refrigerators, ranges, washers, 
radios and other major appliances as 
well as traffic appliances, clocks, lamps 
and electrical toys; new merchandise 
was sold in carload quantities. Few 
Pittsburgh retail institutions could 
equal Mr. Gardner’s volume, although 
he is too modest to quote the figures. 
Sales of electric irons alone go a long 
way toward meeting the not small rent. 

From the first day the service de- 
partment became a part of the busi- 
ness, the service business and retail 
appliance business teamed up for the 
benefit of Pittsburgh homemakers and 
the profit of the Quick Service Elec- 
tric Company. This, too, can be taken 
literally for all employes of the com- 
pany share generously in the com- 
pany’s profits. 

How do Pittsburghers like it? Mr. 
Gardner answers the question this 
way: “Customers are just as much im- 
pressed by the service they get on an 
appliance as they are by the appliance 
itselfi—at least that’s the way Quick 
Service feels about it”. 

How was all this accomplished? 
What is the moral to be drawn there- 
from? 

(Please turn to next page) 
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The course of study in Appliance Repair Training is divided between theory and 
practice. After a basic training in electricity, students are put to work at the bench. 
Appliances of all types and makes are entirely rebuilt from the “ground up" under 
the watchful supervision of competent instructors. 


Over 100 students, representing 60 electrical dealers are enrolled for the Appliance 
Repair Training at Allegheny and Washington Vocational High Schools in Pittsburgh. 
This group photographed in a theory class is typical of the students enrolled. They 
range in experience from expert repair men interested in a “brush up" course all the 
way to "beginners" who have no knowledge of the appliance repair training. 
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Mr. Gardner, new customers from other dealers 





Rome w 1 day either whose policies have not been as far- 
s an efficic é cal service busi- seeing. When the war is over they 
s built in a day, a month or a year. will be ready to assume their full 
t took plenty ird work and plenty = share of the electrical appliance retail 
guts to lay down a policy and then listribution job. 
ck to it. Our brand of service had 
» mean more than ‘lip service’. It Duquesne Light's Program 
came necessary to ad yt a broad 
ened poin view. Purchasers had to Most utilities, manufacturers and 
yecome customers who buy instead of Wholesalers are not considering their 
‘rospects who are “sold”. responsibilities lightly. 
“Please do not misunderstand me The far-reaching program of the 
[ am no le-emphasizing selling; Duquesne Light Company is an out- 
merely re-defining it. F example: standing example of the war-time em- 
Mrs. Jones brings her five vear old phasis placed upon service by a utility. 
ron. It needs a new cord and some It was prepared, launched and is being 


carried out under the direction of T. O. 
McQuiston, sales promotion director. 


Quite frankly, we do 
not attempt to sell her a new iron; not 


minor repairs 


even when we could get all we could The program divides into six parts. 
ell and more. No, indeed! The iron 1. The residential market under 
fixed. Shined up. Given the best war time conditions. 
ob we know how to give She is 2. A survey of the appliance indus- 
charged a price which both she and try 
we consider fair. She leaves our stort 3. An analysis of the service prob- 
lappy, please lw l ir service re lem 
assured that her original purchase of 4. A service training program. 
that iron was wisely ide Did we 5. Announcement of the plan. 
lose the sale of a new iron? Certainly 6. Operation of the plan 
t. Wher ie actually needs a new Discussing the program and its re- 
mm, when the old one can no longer sults, Mr. McQuiston explained: “Even 
e satisfactorily epaired, she will before Pearl Harbor, it became ap 
me to us to bu Thus, instead of parent to the Duquesne Light Com- 
losing the sale of a new iron we gain’ pany that serious dislocation of the 
the amount of the servi business manufacture of electrical appliances 
lus the pfofit on the new iron. Be must be expected. Therefore we began 
ides this, Mrs. Jones becomes a Quick to study the situation last winter 
Service customer. She trusts us. We (1941) in order to determine what 
have not mistreated her. When other steps to take in order to meet this 
appliances are needed, where will she condition. Fortunately, we had a very 
go to get then You don’t need a accurate picture of our residential 
econd guess.” irket as a result of a survey which 
Che history of the Quick Servic ve had conducted in 1939 and which 
Electric Company is not unique 1as been supplemented by information 
ugh the degree of its success may regarding the sale of appliances during 
vell be Fr New York t sa 1940 and 1941 We know the number 
Ira Duluth to Dallas. there are t ippl unces on our lines and their 
ulers who h built their businesses ipproximate ag 
) the urn lame inc ple “This lata indicated that 323,000 
some have be é mg a istomers on out es owned more 
Mr. Gard Some art 1an a million motor-driven appliances 
rtual new with ele uch as washers, refrigerators and 
| app e industry. They \ ( vacuum cleaners; about a million heat 
gy il ymmor1 Even though most ing devices such as irons, toasters, 
ot then ive no ie new to sell there waffle bakers, etc., over 400,000 radios 
s plenty of demand for that which as well as many thousands of portable 
they do have aplenty—servic« rhey lamps 
re keeping thei customet the “With these market facts estab- 
hundreds and hundreds of families lished we next conducted a survey of 
who have purchased electrical equip ill electrical dealers, distributors and 
ment from the nd they are winning inufacturers in March and early 


This small group is only part of the many women who have enrolled in the Electric 
Appliance Repair Training Classes at the Pittsburgh Vocational Schools. Women 


are especially deft at small appliance repairing and when trained, supply the answer 
to the manpower shortage in the service operation. 
























facilities 


what 
would be available to service the appli- 


April to determine 
ances now in use. Briefly, here are a 
few of the things we uncovered: 


a. “Approximately 266 of the 359 appli- 
ance dealers surveyed were classi- 
fied as being in the service business. 

b. "Practically all of these service es- 
tablishments had more work than they 
could handle. 

c. "The average dealer had a satisfac- 
tory stock of merchandise and though 
aware of the serious situation, was 
entirely undecided upon plans for 
the future of his business. 

d. “With few axceptions none of the 
service establishments were inter- 
ested, at that time, in a promotional 
plan that would increase the amount 
of service business. 

e. “About 50% of the service establish- 
ments were either losing men to the 
armed services or defense industries 
or were anticipating a shortage of 
man power in the near future. 

f. “Most of the dealers limited their 
service to those makes of appliances 
that they sold, but indicated that it 
would probably be necessary to re- 
pair all makes in the future. 

g. “Distributors of parts were 
stocked. 

h. “Very few manufacturers had set up 
any definite plans for taking care of 
future service business. 

Training programs, promotional 
plans, data sheets, etc., were in the 
making but not then ready for re- 
lease. 


well- 


“The above information thoroughly 
pictured the fact that there were three 
missing links in the service chain: 


1. Shortage of man power 
2. Need for dealer information 
3. An educational advertising program 
which would 
a. Tell the public to care for the'r 
electrical appliances 
b. Build the prestige of the serv- 
ice-dealer in the community. 


The Manpower Problem 


“The first problem tackled was the 
manpower shortage. We _ contacted 
the vocational high schools in our 
territory and made arrangements for 
setting up concentrated, specialized 
appliance repair training courses. We 
found these schools well equipped for 
the job with excellent instructors who 
were anxious to be of service. Our 
ynly job was that of promoting the 
course through the electrical dealers 
of our territory. The school explained 
that, under the Smith-Hughes Act, it 
was possible for any person, regard- 
less of residence location, to take this 
course free of charge. Five schools 
were tentatively set up—three in the 
city of Pittsburgh and two outside of 
the city. 

“Since many of our dealers were in 
need of information as to where they 
could obtain necessary repair parts, 
contacted all manufacturers and 
distributors of parts and prepared a 
complete directory that indicated where 
parts could be obtained in our terri- 
tory. All of this information was 
placed on a chart that could be hung 
on a wall in the dealer’s establishment. 
The chart carried the names of parts 
distributors, their addresses and tele- 
phone numbers. We also set up an 


we 
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iniormation bureau under an expe 
manager to help 
dealer with any service problem, in- 
cluding the obtaining of parts, tech- 
nical information, manufacturers’ dat 
sheets, etc. 

“To carry on the educational part 
the program we set up an advertising 
schedule which called for newspaper 
radio and billboard advertising. Halj 
of this was devoted to the care and us 
story and the other half to developing 
goodwill for the dealer service 
tions. 

“We announced our program at 
series of eleven dinner meetings; the 
first one of which was held with manu- 
facturers and distributors, the other 
ten with the dealers in the various 
communities we serve. 

“At these meetings we furnished 
more facts and introduced the training 
available at the vocational 
This was done with the aid 
of a moving picture depicting a stu- 
dent going through the various oper 
ations that are required in the course. 
We also distributed a pamphlet con- 
taining full information about t! 
training courses and copies of the ad 
vertising and repair parts directory. 

“As a result of the meetings a total 
of 103 students enrolled for the appli- 
ance training course. Practically 
were either already employed in deal- 
ers’ establishments or had been hired 
by the dealers with the understanding 
that they could complete the cours 
Five classes were started in the tw 
Pittsburgh schools the first week 
June. The schools outside the Pitts- 
burgh started last month. This 
fall the five classes are offering course: 
in refrigeration, radio and 
appliance repair. Approximately 20) 
students are enrolled in these class 
The complete curriculum will includ 
courses for washers, radios and s1 
appliances as well. 


ence service 


courses 
schools. 


area 


general 


particularly ple 
with the repair parts directory. T! 
report it saves them much time in | 
cating needed parts and finding tl 
authorized service stations of various 
manufacturers. The information bv- 
reau has already played an importan 
part in the program and is daily giving 
assistance to dealers who have reaso! 
to change or expand their service faci! 


ities.” 


“Dealers are 


Lasting Effect 


The real significance of this pr 
gram is not confined to the practical L 
worth of it during the war. 


Its lasting effect will be the teach-@j most | 
ing of the practical value of servi: liquida' 
more than 200 dealers in the Pitt til afte 
burgh area. out as 

This lesson was learned by Mr. Us on: 
Gardner 21 years ago. Many other debatin 
Pittsburgh dealers participating in ' branch 
program have also—to a greatet teady | 
lesser degree—recognized the im; tted n 
tance of service as a vital part of key off 


appliance retailer’s business. tory of 

For many of them it was an conside 
profitable headache, however, sit their w 
because they failed to make a bus! 
of it. 
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An Appliance Distributor 








By GEORGE F. KINDLEY, 


] lee Pri i:duyar 


Electric 


sident 


President, 


The question of whether to liquidate and conserve 
assets or to scale down operations and stick it 
out for the duration, is troubling many independ- 
ent electrical distributors. In the following article, 
George F. Kindley, vice-president of Edgar Morris 
Sales Co., Washington, D. C., and president of the 
Electric Institute of Washington, analyzes some of 
the problems which will probably beset the dis- 
tributor in the post-war era. 
tions he raises: Will heavy taxes drastically de- 
crease consumer purchasing power? 
function and service of the distributor be recog- 
nized in the post-war world, or will he be replaced 
by a factory-to-consumer distribution method? 
What effect will government control of man- 
power have on the distributor's business ? 


ANY independent appliance 

distributors are approaching 
i 1943 with the question fore- 
in their minds:—“Should we 
liquidate and conserve our assets un- 
til after victory, or should we stick it 
out as long as our assets will carry 
us on? Appliance manufacturers are 
debating whether to close many 
branch distributing offices (some al- 
teady have) and maintain only a lim- 
ited number of the most important 
key offices. The management of fac- 
tory owned supply organizations are 
considering whether to close many oi 
heir weak-sister branches or continu 


most 
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Morris Sales Co., 


Institute of 


Washington, D. C. 
Washington 


Some of the ques- 


Will the 





to carry them with loss figures every 
month. 

There is no question but that the 
proper course for the independent dis- 
tributor would be to liquidate as soon 
as possible and for the manufacturer’s 
and their owned subsidiaries to close 
many branches if it were not for the 
question—“After victory, what then?” 

The independent distributor who has 
a small working capital and whose 
assets would not carry him over the 
next three years of anticipated losses, 
should certainly liquidate before he 
has dissipated too great a portion of 
his assets. It would be of little value 


1942 


for him to have struggled through the 
war period, dissipated his assets, and 
then find himself with a big market 
and no capital. He would be better off 
to close up now, conserve his assets, 
and start all over again after victory, 
just as he did five, ten, or twenty 
years ago. 

However, the independent distrib- 
utor or factory owned subsidiary 
which has a reasonable surplus of 
working capital in liquid condition 
would do well to scale down his over- 
head and operating expenses and 
carry-on as best he can. He may have 
to operate at a loss for three or four 
years. But, if victory comes within, or 
at the end of that period, it will have 
been a sound investment. It will pay 
in the long run. 

The distributor who remains in 
business until after victory will cer- 
tainly be in a preferred position. He 
will have a skeleton organization of 
experienced people. He will have re- 
tained contact with those retail outlets 
which have also survived. He will 
know the trends of the business. He 
will doubtless receive preferred treat- 
ment by his regular manufacturers. He 
will be offered many lines he formerly 
wanted and could not get. He will 
have created confidence in the minds 
of the consumer and retailers. Both 
consumers and retailers tend to buy 
from those who have earned their con- 
fidence. His standing with banks and 
other financing organizations will be 
high, as he will have proven his ability 
to survive the lean years as well as 
when the going is easy. 

There are, however, other very im- 
portant factors in making the decision 
whether to liquidate or ride it through. 
They are: 


1 Granting that there will exist a 
great accumulated demand for appli- 
ances as a result of the present man- 
ufacturing restrictions and shortages, 
will the consumer have the money 
with which to buy? Will the neces- 
sarily heavy taxes leave a portion of 
consumer income for appliance pur- 
chases? Will our standard of living 
pick up where we left off in 1942. 
Many economists seem to think that 
after victory the rebuilding of Europe, 
\frica, and Asia, and the clothing and 
feeding of millions in Europe and else- 
where, until they get on their own 
feet, will keep producion and national 
income in this country at a high level 
for some time after victory. This sup- 
plimented by the proposed forced sav- 
ings plan, and the billions of govern- 
ment bonds owned by our consumers 
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should at least maintain our normal 
standard of living and buying prac 
tices. 

There is much government planning 
on this subject beginning to take form 
even now. In the recent conference 
between WPB officials and executives 
from various businesses, as to the 
need for inventory limitations, one 
of the questions discussed was “will 
there be a need for inventory limita- 
tion after the war?” It was explained 
that the flow of durable goods would 
be slow at first due to changing over 
of production lines and shortages of 
raw material and that in that period 
some distributors and some large re- 
tailers may be able to secure a large 
percentage of the durable goods, thus 
preventing equitable distribution. 


2 Will there be a place in the pic- 
ture for the appliance distributor ? Will 
the bulk of appliances flow to the con 
sumer through large retail chain or- 
ganizations and consumer coopera 
tives, buying direct from the manu 
facturers? Or will distribution continue 
through utilities, furniture and depart 
ment stores, hardware spe- 
cialty dealers, etc., who in most cases 
purchase through the distributor? 

There has been a lot of discussion 
by manufacturers and government offi- 
cials on this subject already. Some 
of these forecasts seem rational and 
some definitely radical and irresponsi- 
ble. It would seem that a logical con- 
clusion is that the distributor performs 
a function which must be performed 
by someone and that he may be ex- 
pected to continue these functions. 
Even though it is possible that chain 
stores and cooperatives may absorb 
a larger portion of the appliance busi- 
ness than heretofore in many areas, 
they cannot properly carry but a com- 
paratively few manufacturer’s lines. 
This will leave all the remaining lines 
for distribuion through the balance 
of the present distribution channels. 

If even a considerable portion of 
the large plus-production capacity cre- 
ated during this war is to be kept busy 
after victory there will be many new 
lines, many new manufacturers and 
eventually much merchandise offered 
for sale. 

This matter of major changes in our 
present distribution system should be 
diligently studied by both manufactur- 
ers and distribuors, and the manufac- 
turers should rapidly ,arrive at some 
fairly definite conclusions as to their 
intentions. For if there is to be no 
place in the picture for the distribu- 

(Please turn to page 44) 
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ent as this is written. 


and to strip the 


When appliances go wrong it’s as bad 
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at the GROSS\k 


Breakdown Ahead... If 





A return of the old part with the order for a new one is universal prac- 
i Dealers thus can't believe that lack of metal holds up parts 
deliveries. 


By TOM F. BLACKBURN 


t 2 oz. of copper can’t be had to 
save $100 worth of food, clothes or 
health, had better duck And when 
1 town’s butcher shop, groceries, hos- 
pitals, schools—in fact anything—is 


hit in the same way, tl 
pounded. 
Right now, 


le peeve is com- 


when every one is look- 


ing the other way, the appliances 
which make American life so worth 
while, are breaking down Service 


ire hard 
needlessly 
surely we 
situation where enough 
hit that it will 


men are disappearing, parts 
» get, the public is being 


innoyed—and 


t 
slowly but 
move on to a 


people are 


| going to be 


be page 1 news 


ELectricAL MERCHANDISING has 
just be isiting some towns of va 
rious sizes to discover how things 
ur going. Responsible people were 
ilked to. Without any varnish, here 


the picture they presented: 

Toledo, Ohio, ( pop. 290,718) has 
ibout 112,464 families using electric 
ty. Best guessers believe there are 
100,000 appliance repair jobs a year. 
hat means that virtually every family 
in town has appliance 
out of order annually. If not 
immediately a 
started which within five 
almost blanket everything 
vith which to make repairs. 


getting 
taken 
snowball of 


some 


care of 
4 . 
trouble 15s 


years will 


men there cite two reasons 
situation: One is 


Repair 
for the 


that manufac- 






Survey Shows A Serious 


turers are not sending them the parts. 
They say makers wait until they have 
a large order before starting produc- 
tion. They think every manufacturer 
should have a machine shop that does 
nothing else than produce repair mate- 
rial, regardless of Because all 
manufacturers require sending in old 
parts (Frigidaire lists about 8,500 
items) before releasing new ones, To- 
ledo men do not believe it is lack of 
metal. If so, manufacturers should 
present this situation to Washington 
and get workable priorities. 

Second is the dwindling roster of 
service men to do the work. There 
about 150 shops selling appli- 
ances in Toledo before Pearl Harbor. 
About 35 were bangup outfits. There 
were ten independent vacuum cleaner 
firms servicing. Of 15 distributors and 


cost. 


were 


wholesalers, Westinghouse, General 
Electric and Philco gave complete 
service, as did three others. Six did 


not attempt repairs, and the balance 
had varying policies. This set-up gave 
employment to some 150 service men, 
including Toledo Edison’s. Today 
these men who average about $40 a 
week are toying with the idea of $1 
an hour in war plants. About 70 
remain. As a result, the position of 


ators are 


counter 
driven to desperation, 





the small independent (not the poppa 
and mamma store) 
Toledo. 
ure of position, has 
hit except by the draft. 


is pretty bad in 
by assuring ten- 
not been so hard 


“he utility, 


On parts, these Toledo men get 


about 50 per cent of what they orde: 


worse with small appliances. 
Even Toledo Edison has had to wait 
six months, a spokesman said, 
panels or thermostats from some im- 
portant makers. Seals for refriger- 
difficult to obtain, as ar 
all rubber parts. Gears and range 
units have given headaches. 

The public, annoyed by what it con- 
siders the service man’s dopiness, 
trying to do its own repair work 
About $500 a month goes over t 
for parts. Dealers in Tole 
sometimes 
to make parts themselves, their efforts 
don’t go beyond what they can tur 
out on a lathe or drill press. They 
have about 35 percent more small 
appliances stacked up waiting repait 
than last year, and about 15 percent 
more major items. 

Repair men are plagued by a to 
shortage. 


It is 


son has had to send s 
on country 


shoppers calling 
hardware 
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These 40 motors stand between Toledo and a breakdown of refrigeration and 


OCTOBER, 


heating service. They aré loaners. 
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Even = Toledo Edi- 


stores to get 
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tOADS 


ntion Is Not Given To Situation 


lls, taps, flaring blocks, bending 
is. These cannot be bought from 
1olesalers without proper priority, 
hich isn’t forthcoming. Priorities 
ive been granted for commercial re- 
geration A7 for a 


running ma- 
ine or A3 for one that is broken 
wn. It all means nothing at all, 
some meat market is going to 


nd out one day, for you cannot buy 
pper on an A3 rating 


“Mr. Henderson says go back to 
” said one. Toled mal “but he 
esn’t realize that Toledo e plants 


uldn’t supply 20 percent of what this 


vn would need.” If we could get a 


~ 


rity rating that permitted putting 
1 small copper part, we frequently 
uld save 50 Ib. of copper by pre 


rt 
ting a motor from burning out.” 
Toledo 


100 emergency motors. 


Edison has a normal stock 
These are 
to run stokers, refrigerators, wher- 
there is a job to be d yne Today 
s stock has dwindled to 40. Due 
he fact that it takes 4 to 6 weeks 
get a motor repaired, the day is 

‘oming when for want of a few 
copper a 


1 


merchandise is goin: 


[wo-thirds of the appliances being 


worked on are five years old or more. 
Rebuilding has dwindled off because 
prices set by O.P.A. do not allow a 
profit. One man is said to have a 
warehouse full of trade-in refrigerat- 
ors, but cannot get them running 
economically without the did of a 
production line system of repairing. 
Typical labor charges for Toledo 
are $2 an hour in the 5 mile metro- 
politan area, with addition for 
each 15 minutes... Parts priced at 
less than 25c. are given by Toledo 
mileage is 


Ss 
5 


50c. 


Edison. In the suburbs 

Shop work costs $1.50 
in hour at Toledo Edison, 10 minutes 
25c. Installation work costs $1.50 an 


hour plus $1 


charged for. 


an hour for a helper. 

4,607). This 
home of 
. finds itself hit three 
and outlets. A 
vear ago there were six full time and 
about three part time repair artists. To- 
lay the village has four, two part time. 
Hardware Tricity 
\ppliance shops have gone, and the 


Geneva, Ill., (pop 
village by the Fox 


Samuel Insull, Jr 


River, 


ways: In men, parts, 


Rosenielder and 


proprietor of Fuessel Electric has 
taken a 
Western United, the utility, is getting 
ibout 60 percent of the town’s repair 


work, and Carlson Electric. which has 


west coast job. 


shipyards 





Fred Grohsmeyer, operating his one man vacuum cleaner repair shop, is thought 
typical of the way service work is going in Canton, Ohio. 
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their lines. 


sented. 


mean something. 


their appliance. 





THE WAY THE MEN WHO ARE DOING REPAIR WORK 
THINK THINGS CAN BE WORKED OUT 


1 By making Washington understand that an appliance 
breakdown will be just as disastrous as a rubber failure 
—by making U. S. officials appreciate that the home 
and store has been mechanized as well as the road. 


y By inducing manufacturers to set up shops for steady 
production of parts. Dealers think they now tend to 
wait for “runs” which gets the customer sore. 


3 By manufacturers operating training schools so that 
new men and women may be trained to give service on 


4 By the establishment of parts depots with utilities or 
key dealers where supplies may be had. This is particu- 
larly essential with lines that are not strongly repre- 


By persuading Washington to issue priority ratings that 


By the utility setting up an information bureau which 
will direct owners to the right service headquarters for 








a hardware store in conjunction, does 
the balance. 

The parts situation: A three months 
wait on Thor washer parts is the 
usual thing, Carlson men said. A 
five months delay in delivery of a 
Horton wringer roll reported. 
\nother dealer said that refrigerator 


was 


parts were the hardest to get. De- 
liveries on refrigerator parts of even 
the best known makes are not satis- 


“Those fellows wait around 
ionths until they get enough 


ractory. 


a few n 


irders to make a run—meanwhile we 


have to sit here and catch the abuse.’ 
Trouble with radio is just starting. 
Portable out, and 
ire becoming 


batteries are 


scarce. 


There are no spare motors in town, 


and no copper wire. 
yf three towns, but in nearby St. 
Charles or Batavia there is little relief 
Electric, Hard 
Harder Hardware or Essig 
Hardware are in no better situation 
What are they doing? If the store 
didn’t sell it, or is not servicing that 
brand, the owner is generally out o 


Roy Reams 3orman 


ware, 


luck. Lines without definite set-ups in 
town are becoming orphans. This is 
true of stokers, washers, oil burners 


or refrigerators. Carlson Electric is 
keeping all the odds and ends for 
possible future use. Western United 
is no longer installing ranges. 

[he results: It is estimated that 
Geneva has about 24 service calls a 
week, of which 8 are major appliances. 
With delays inevitable on every job, 
appliances are popping out of use al- 
most in mathematical 
Every day woman is seen to 
wring her hands and wail, “But what 
am I going to do?” And the reply has 
to be, “That’s for you to figure out. 
lady.” 


progression. 


some 


tubes 


Geneva is one 


Canton, Ohio, (pop. 104,906). A 
look in the telephone red book gives 
you the names of five washer repair 
shops, one vacuum cleaner, and three 
refrigerator service sources. 

A Canton man close to the appliance 
situation said that a year ago Canton 
had 28 dealers, of whom 75 percent 
gave some sort of repair service. Since 
then three dealers have folded up, and 
three more big ones are about to 
follow. The smaller, diversified out- 
lets are surviving, while the exclusive 
electric shops are taking it on the 
chin. 

A Frigidaire dealer took on pianos, 
only to be cut off. 
men went to the army, another to a 
war plant. To a third he is turning 
over the balance of his service work 
ma free lance basis. 

The town’s leading GE outlet, Stark 
Marble & Tile, took on gas ranges and 
Deep Freeze units progressively. Its 
four service men have dwindled to two, 
and as this is written, the firm becomes 
a depot for pick-up and delivery 
GE repair work, which will be shipped 
to Cleveland and put on a production 
line repair set-up there. The Canton 
men will not even carry parts. Thi 
Easy washer line, which the firm sold, 
is out of luck under this plan. 

It is estimated that Canton had 50 
men making a living from applianc« 
service in 1941, today it has not more 
than 25. The town claims to be the 
third most important war goods pro 
duction center, and a $40 a week serv- 
ice man can get $90 a week in such 
plants. Electrical contractors are too 
busy to be interested in the repai: 
opportunity. It is expected that serv- 
ice will gravitate to the one man shops, 
and to the chaps who work out of 

(Please turn to page 45) 
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very phase of the prograi 
Ads Start Contest 
‘ test tarted last Novembe 
vith a series of a in Portland new 
pe giving pictures and facts about 
the operation of the « pany’s man 
department Folders announcing the 
contest w uiled to every hom 
erved by company The Nortl 
vester Electric Cor pa petitor 
ve mucl f the ter: y erved b 
Portland General Electric ( 
any, cooperated by sending the a 
uncement t cl t its residential 
ustomer It estimated that about 
TI 00 oc} eceived copies of the 
5,700 9 1 card ver 
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James H. Polhemus, president, presents certificates to winners of 


. . Verna Stocks and Donald Case, Portland. 


MAKING FRIENDS IN PORTLAND, OREGON 


returned during the first month. Th: 
yntestants, | 


and any who later signed 


up, received n onthly copies of “Con 
test Helps,” permitting them to sub 
in entry each month to the cu 

nt quiz questions. In addition, con 
pany ads carried on the educational 
gram, giving pertinent informa- 
tion which, it was pointed out in each 


, would help in answering the ques 
tions. Before the contest was finished 


the total registrations reached 18,000 
From one third to one half of thes 
tual answers each mont] 


Booklets Tell the Story 


[he contest was judged monthly 


he entires being divided into tw 
ups those between 8&8 and 12 years 
{ age, and those from 13 through 18 
Prizes were identical for each grouy 
the monthly grand prize winner 1 
ich class being a fully paid week’s 
cation it me of the best know! 
ude ranches in this region rhe next 
tour highest in each group received 
radios; the next 13 electric alarn 
locks and the next 20 IES study 
lamps. This amounted to 76 prizes dis 


tributed every month, 456 for the six 
onth period. 

the com 
pany’s business was taken up and por 
the & page 


booklet which went to each contestant 


Kach one phase ot 


trayed in story form in 


In these narratives four fictitious chat 


ters, three bovs and a girl, wer: 
ken through the company’s vari 

epartments by emplovees and tol 
e story of PGE. The first month 


unt was chiefly historical, follows 


iccounts of the generating Systen 


woth hydro and steam. The character 
thet visited th dispatcher’s office 
earning about transmission and dis 
ribution, with something of the dran 
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iscover th 


of service under emergency condi 
tions. A power salesman next told 
the visitors something of the indus 


trial uses of power, while men from 
the distribution department explained 
the mysteries of transformers 
ther apparatus needful for serving 
electricity to the home. The group 
visited the maintenance and re 
pair department. The last issue of the 
booklet took up some of the economics 
of the business, referring to the con- 
tinuing decrease in the cost of electric 
service, as contrasted with the rise in 
the cost of other Dis- 


cussed also were such questions as the 


and 


next 


commodities. 


company’s revenues and expenses, dis 
tribution of the gross revenue dollar, 
rates, safety campaigns, length 
of service of employees and other items 
of public relations interest. The series 
written straightforwardly, with 
no “writing down” to meet the age of 
the reader, although the questions dis- 
cussed were handled so clearly as to 
be understandable even to the younger 
contestants. 

Ten questions were asked of each 
age group at the close of each month. 
These were based on the subject cov- 


taxes, 


was 








San Diego Gas & Electric and 
Portland General Electric do a 
public relations and advertising 
job through the use of a popular 


public pastime 


By CLOTILDE GRUNSKY 


ered during the month, both in ti 
booklets and in the newspaper adve: 
tising, which contestants 
posed to follow. Nine of the questior 
were 


were suf 


so framed as to be answerab 
with a word or two. The tenth usual] 
called for the expression of person 
opinion. These brought out extreme 
interesting replies. Such questions 

“What use of electricity in your hor 
means the most to you? Why?” 

“How do you benefit from the fa 
that PGE has plants for making el 
tricity out of steam” or “How do y 
benefit because PGE has serviceme 


linemen and dispatchers on duty 2+ 


hours a day?” brought out persor 
expressions of appreciation which we 


no stereotyped book answers 


Children's Reactions 


One boy told what electricity mean' 


to him by replying, “Since we ha 
our electric range, grandma 
more cookies and I don’t have to car: 
in any wood.” Farm children wer 
grateful for pumped water and othe 


farm chores now performed by elec- 
; city children emphasized good 


tricity 


Fred G. Hodge, general division manager, and Mel Dunstan, Yarnhill Division, man- 
ager, look on while Bonnie Jean Shelburne, Dayton, Ore., and Eldon Baurer, Sherwood, 
Ore., edmire the new radios they just won in the contest. 
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Progra 


lighting and the use of electric appli- 
ance to save drudgery in housework. 
Some called attention to the impor- 
tance of the services of electricity out- 
side the home in running streetcars, 

ving picture theaters, school light- 
ing and heating and other factors in 
their daily lives. 

[he company had hoped that many 
i the winners of the contest might 
be children from homes 
which did not have the benefit of the 
ippliances offered by prizes—and in 
fact the majority of the prizewinners 
lid come from middle or lower income 
families. A 


who came 


few 


had never owned a 
radio; many had no electric clocks or 
iodern IES lamps in their homes. 


One winner came from a home in dis- 
account of the illness of the 
breadwinner of the family. Company 
employees took an interest in this case 


tress on 


ind added details of a complete ward- 
robe, bringing Christmas cheer to an 
itherwise home. 

made of the 
Winners of 
clocks and lamps received telegrams 
from President Polhemus announcing 
their success and the prizes were later 
leliveread to their homes. Major 
awards were usually made the occasion 
i “parties,” contestants 


cheerless 
Quite an event 
listribution of 


was 
awards. 


being in 


to the 


vited to a dinner or theater, 
the prizes being given out by top 
ranking officials of the company after- 
wards. All this resulted in much local 
newspaper publicity and a friendly 
feeling between the family of the win- 
ners and the company officers. 

Last question to be asked on the 
final quiz was “Has your idea of the 
electric changed you 
have entered the PGE quiz contest?” 
The answer to this question really 
made the company feel that the pro- 
had repaid all and 
trouble involved. “I used to hear my 
dad talk about “big business” and how 
the electric company made lots of 
money by overcharging the public”, 
wrote one 16-year old boy, “but now 


business since 


gram expense 


that I’ve learned something about the 
tremendous investment and expense 
involved, the few dollars my dad pays 
month sound awfully 
able.” “The electric business was just 
a lot of live wires running along the 
road and bills to pay” contributed an- 
other. “Now I know it is a lot of ‘live’ 
men and a amount of 
equipment working hard 24 hours a 
day. What would we do with- 
out you fellows and electricity!” The 
company is well satisfied with the re- 
sults. 


each reason- 


tremendous 


Gee! 


SAN DIEGO WELCOMES NEW CUSTOMERS 


ENTRALIZATION of defense 
industries in those localities most 
dapted to their operations has meant 
considerable shift of population. 
Newcomers in a district are potentially 
xcellent customers, but they consti- 
tute a problem in that they have not 
wen reached by previous barrages oi 
advertising or publicity pertinent to 
that particular locality. San Diego, 
California, is one of the cities which 
has experienced such a marked increase 


in its population. The San Diego Gas 
and Electric Company has set out to 
make friends of these newcomers by 
educating them in matters electric 
through the medium of quiz contests. 

The first of these was started by 
distribution of a folders to 
all customers asking them the ‘curios- 
ity-provoking question. “Are You a 
Punkahwalla?” This led up to a quiz 
contest of ten questions designed to 
familiarize the public with such terms 


series of 





Shirley Ruth Carey, Dayton, Ore., mutely yet eloquently expresses pleasure at winning 
a radio to Mel Dunstan, manager of the company's Yarnhill division; George Sullivan, 
vice president, having just made the presentation also registers pleasure. 





PACIFIC POWER & LIGHT COMPANY 


WALLOWA FALLS GENERATING STATION 





How does Pacific Power & Light Co., figure in Portland G-E's quiz contest? Pacific 

Co., has a small hydro plant at Joseph, Ore., in the Wallowa mountains where the 

Lazy T. Dude Ranch is situated. Here M. J. Rutherford (right rear) manager of that 

district of the Pacific Co., is showing the winners of dude ranch vacations, and their 

host, Chuck Oswald (left rear) of the Lazy T., through the plant thus adding to the 
youngsters’ electrical knowledge. 


as “kilowatt-hour” and the actual cost 


~ operation of various appliances. 
The response was so good that it was 


idea further. 


"Watt Quiz" 


quiz 


determined to carry the 


The 
started in March of this year and was 
called a “Watt Quiz.” This was based 
upon a folder entitled “Wot’s a Watt’s 
Wage?” which covered the subject of 
how much comfort could be obtained 
for how little a cost. No effort was 
made in this pamphlet to induce the 
sale of appliances, 
current 


second campaign was 


new nor to en- 


courage usage which would 


require service extensions at this tim 
Customers were taught how to get the 
best use out of the appliances they 
own and urged to keep them it 
so that their benefits 
joyed as long and as often as possible. 
The booklet was distributed to 86,500 
customers by personal delivery through 
the bill collectors and at 
the district offices, handed out to cus- 


repair 


might be en- 


agency of 


tomers who came in personally to pay 
their bills. 

A questionnaire blank accompanied 
the folder, containing ten questions. 
\nswers to the first eight could be 

(Please turn to page 46) 






Two winners of dude ranch vacations, Anona Gubser, Dayton, Ore., and Richard Unis, 
Portland, get their awards from Frank M. Warren, Jr., vice president. 











Return old heating elements to manufac- 


turers, urges “Mike 


Maier of Monarch 


Don't Toss Away 


Used Parts 
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kel chromium all that he takes 
ff a range, and return it at once to 
the manutactur« by such economy 

can last through the duration.” 

Explains C. F. Busse, technical man 
vith the Hoskins Mfg. Co., Chicago 
t is possible to remove the bad spots 
n the old heating element, and weld 
good portions together, thus getting 
further use out of it 


{ 


“The Pp pul ir idea that nickel chro 


mium allov may be melted in a fur- 
nace and reused, is not correct. This 
alloy is about 80 per cent nickel and 


20 per cent chromium, and when it is 


refined, it is not usable again for 
ranges, but becomes a lower grade 
alloy, suitable only for heat treating 
vork Right now war orders have 
lirected most of the country’s supply 


if alloys to heat treating plans. 
lhere 
kel and chromium for 
tortunate 

and 


ikes only 1! to j lbs 


shortage in 
more than a 
that ranges 
mm nickel chro 
the extremely 


has existed a 


vear, and it is 


mum alloy H wwever, 


mg life 
permit 


the scarcity gap caused by the war.” 


if these heating elements will 
most range owners to bridge 
It was the invention of nickel chro- 
ium alloy (trade names: Nichrome, 
1906 that m 
the era of electrical appliances that 
use heat. For many years such items 
een turned out, but 


Chrome] ) ide possible 





had |} mostly for 
how, as they lasted only a_ few 
ynth At the 1893 World's Fair in 
Chicago, for example, an electric range 

hown, but it was not practical. 
l wire and ge silver were 
ployed as 1 t elements, but 
they lacked long lite and compact 
f Nickel ch un illoy had that 
ind high 1 tance, and with its 

hist tarted being mad 

. 





Brandt Features Thermometers 


Heat and cold meet in the preparation of food, and because a kitchen without an elec- 


tric 


range can be the hottest place in the house, the interest in thermometers runs 


highest in the kitchen, in the opinion of Arthur J. Brandt, of the Brandt Electric Com- 


pany of St. Louis. 


where 


t meets the eyes of women coming in to get housewares 
ELECTRICAL MERCHANDISING that results are gratifying. 


Accordingly, he has placed an island display of thermometers right 


and 


reports to 
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A "Service Club" 
of 3,000 


S' YME years ago when he was work- 
ing for another dealer who special- 
ized in radio, Herb Names, enterpris- 
ing dealer of Denver, Colorado started 
a “service club” among the customers 
yf the store. The idea was for the 
customer to pay a fixed sum, in this 
case $2.50, which would entitle him 
to radio repairs for the year on his 
set (materials not included). 


The wording of 


the membership ap- 

plication covers the story. It read: 
“a known to every radio 

service man that the majority of radios 


well 


in the homes are operating at 50 per- 
cent due to 
fact that most sets are not properly bal- 
anced and aligned, 

The call at 
your home, representing the......... 
Company will have with him the most 


efficiency. This is the 


— . ’ + ‘ +1 
service man that will 


up-to-date radio testing meters and 
analysers that can be obtained. With 
this complete equipment at his dis- 


posal, he can quickly and accurately 


make these adjustments so frequently 
yverlooked but important to 
make your set 100 percent efficient. 

q ‘ompany repair 
your radio as many times as you desire, 
A mini- 
needed. 


oa 
Vitaily 


will 
for the small charge of $2.50. 
mum charge for accessories if 


Our Service Includes: 


Tubes tested 

Chassis thoroughly analysed for shorts, etc. 

Chassis balanced 

Condensers aligned for maximum efficiency 

Acoustic of speaker corrected 

House voltages tested 

Volume control adjusted for quiet opera- 
tion of set 

Aerials and ground inspected 

Kilocycles dials aligned 

Socket voltages checked 

Condenser capacities checked 

And any other services deemed necessary 
for the proper operation of your radio 


Don’t forget that we are at your 
service at all times—that $2.50 pays 
for this service for an entire year. 
Just phone....... for prompt service.” 

here follows a description of the 
set and the customer’s signature and 
address. 

Mr. Names recalls that within a 
short time, 3,000 names were enrolled 
on the membership list of the “club”. 
All of them were given a preliminary 
overhaul of their set. Aside from a 
few trouble makers, calls were few. 
In fact fully 2,000 of the 3,000 mem- 
bers made no call whatsoever for serv- 
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d the original check-up oj 
The remainder called per 

Tubes and any necessar: 
parts used in repairs were extra. 

This idea is applicable to other appli- 
ances besides radio. Mr. Names ha 
the idea of perhaps starting a refriger- 
ator service club, for the regular 
cleaning of condenser and otherwis 
checking the equipment. Washing ma- 
and cleaners nee 
li checking. 


periodic oiling a1 


ice bevo1 





set 


their 





haps once. 





chines 


yacuum 
d 


School Children Are 
Postwar Buyers 
lea of electric cooker 


O keep the 1 
alive in the minds of the young: 


generation who will just about be con 
ing into the purchasing group by tl 
t the war is and norm: 
buying is 1, the El Paso Ele 
tric Company of El Paso, Texas ha 
furnished 30 electric ranges free f 
the use of home economics classes 

the public schools. What is more, the 
have replaced these ranges yearly wit 
new models as these became availab! 


ime won 


resume 


The home service department of t 
company is also continuing as a war 
time instruction on t! 
appliances bef 
school classes and for Girl Scout an 
Campfire groups, emphasizing the ca! 
of equipment and its 
wartime 


service its 


use of electrical 


economical 


asa measure. 


Upholstering Adds Volume 


MONG other items which the I: 
A termountain Utilities Appliatic 
Company of Salt Lake City has adde 
to bolster its volume of business 
appliances cease to be available 
They have 
man in their service organization w! 
is a specialist in this field and wl 
handles the equipment brought in 
salesmen in one end of the store base- 
ment. Samples are shown in a corn 
of the main store near the front a! 
an advertisement calls attentio1 
this service. Most of the firm’s bus 
ness in the past has been picked up 
the field—this means the 
entry to homes where they can 
the need for upholstery repairs, calli 
the firm’s new service to the attent! 
of former customers. The materia 
used are susceptible to adaptatio: 
case any of them become scarce u 
wartime conditions, so that the fi 
of this work is reasonably secur 





upholstering business. 


men 


H’ 


town | 
concer 
ling 
doing 
wholes 
dealings 
owner 
1. § 
about 
even 
possib 
terial. 
2. 8 
Most 
have | 
and be 
render 
bough 
poor 
keep 1 
3. 7 
troubl 
quent] 
which 
feel th 
new @ 
e. “s) 
dealer 
4, ¥ 


There 


Sto: 
space 
lines, 
ested 
Brow: 
out fc 
idea « 
tive s 
furnit 
built < 
partit 
pleasa 
are ct 
distan 
pliane 
tons 
neces: 
oth 
ances 
mode! 
end o 
store. 
to off 
seatec 
is to | 


ELE¢ 





































































Ten Rules From a 
Service Man 


ERE’S advice from a firm which 

specializes in service. In a 
town of about 70,000 population, this 
concern started some years ago hand- 
ling service exclusively—sometimes 
doing the repair work for dealers on a 
wholesale basis, but more and more 
dealing direct with the public. Its 
owner says: 

1, Service needs capital—he has 
about $5,000 invested in parts and 
even so does not feel secure against 
possible shortages of some vital ma- 
terial. 

2. Service needs good workmen. 
Most complaints from customers who 
have come to this firm after trying 
and being disappointed in the service 
rendered by the store from which they 
bought their equipment are based on 
poor workmanship. Pay enough to 
keep them. 

3. The second largest source of 
trouble and the reason the public fre- 
quently prefers to deal with a concern 
which sells no appliances is that they 
feel they are being importuned to buy 
new equipment when they do not need 
it. They distrust the good faith of the 
dealer’s service department. 

4. Keep service on a cash basis. 
There will always be a tendency on the 


part of the public to say “Put it on the 
bill”, but service is not a commodity 
that you can sell that way. Long ex- 
perience has shown that the only safe 
way is to demand cash on delivery— 
and to get it. 

5. Don’t price cut. There is bound 
to be a tendency this way when serv- 
ice becomes the major source of in- 
come of a large number of firms. They 
will start bidding against one another 
in order to get what business there is. 
The manufacturer may try cutting 
prices to favor dealers whom he wishes 
to keep in business. 

6. Service ought not to be called 
upon to carry the entire overhead of 
a large store. The dealer cannot ex- 
pect to pay the rent of a Main Street 
location from service alone. If neces- 
sary, he should take the modest quar- 
ters his reduced business calls for. 

7. Advertising is important 
than being able to render good service, 
says this specialist. He himself has 
built up his business largely by word 
of mouth, catching customers who 
were dissatisfied with the repair work 
done by the store from which they 
made their original purchase. He uses 
telephone classified ads and posts his 
telephone number where former cus- 
tomers may readilly see it when they 
need further repairs, They pass the 
word along to their friends, too. 

8. Watch the balance of your stock 
of parts, so that one item does not run 
out, thus tying up a whole group of 
other parts. 

9. A little shop equipment for re- 
casting, rethreading, refitting one part 
to fit another make of equipment is 
valuable in these times of inevitable 
shortages. 

10. Check all service work yourself, 
or have a foreman who can do this, 
to make sure that only good quality 
work leaves your shop. 


less 


Movable Partitions Increase Floor Display 


Stores with a relatively small floor 
space which have added other bulky 
lines, such as furniture will be inter- 
ested in the booth system which Vern 
Brown of Ogden, Utah has worked 
out for his store. Mr. Brown got the 
idea originally from noting the effec- 
tive simulated room displays in a local 
furniture store. His system is to have 
built a number of light weight movable 
partitions about 4 ft. high, with a 
pleasantly curved upper line, which 
are cut to extend about two-thirds the 

Ap- 
pliances backed up against these parti- 
tions on side are all that is 
necessary to keep them upright. Each 


listance across the narrow store. 


either 


oth, so formed, is lined with appli- | 


neces in a related group, a comfortable 
modern bench being placed at the open 
end of the booth with its back to the 
The partition is high cnough 
to offer privacy when the customer is 
the when a sale 
to be closed, and yet does not cut off 


store, 


ated, as is case 
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the view of the store for a person who 
is standing. The size of booths may 
be modified at will, as the partitions 
The effect is 


are readily removable. 


decorative, needed privacy is gained, 
and useful wall space increased. 





Partitions are held in position by backing 
appliances of related types against each 
side, forming booths. 
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The demonstrator box in the form of a square frame with carrying handle (right) has a 
removable back and a large square opening in front. Removable partitions divide space 
into two or four compartments with four 18-in. fluorescent lamps. Samples of fabrics or 
wall covering may be placed at back of box to be viewed under various light combinations. 


Aid in Selling Fluorescent Light 


HELPFUL aid in selling fluor- 
escent light is the color selector, 
designed and used by Lloyd 
Gates, illuminating engineer of the 
Los Angeles Bureau of Power and 
Light. This consists of a box so ar- 
ranged that fabrics, wall paper or 
merchandise of all sorts may be viewed 
simultaneously under both incan- 
descent and fluorescent light, permit- 
ting the prospect to view in advance 
exactly what effect the change to fluor- 
escent equipment will have on the ap- 
pearance of his particular product. It 
stops argument by providing samples 
of various combinations of fluorescent 
or incandescent lighting and allows the 
customer to decide for himself just 
what gives the best results. It is an in- 
expensive means of making a check test 
to predetermine the lighting equipment 
which will prove satisfactory, 
thus permitting the selection to be 
made before installation, rather than 
to put it in and to experiment for colo: 
quality after it is installed. 
The demonstrator box is 
in the form of a 
carrying handle. 


most 


made up 
square frame with 
The back is remov- 


able. The front is provided with a 
large square opening. Removable 


partitions divide the inside space into 
two or four compartments as desired. 
Against the front on the are 
mounted four 18-in. fluorescent lamps 
—daylight, white, soft white and warm 
white. Show case lamps are used for 
the incandescent lighting—two of the 
ordinary type and two with self-con- 
tained silver reflector. The inside of 
the box is painted white for diffusion. 

In use, the box may be held against 
the wall to test the wall surface as it 
will appear under various combina- 
tions of light, sleeves being slipped 
over half of a tube to cut off its, color 


inside 


of light in any compartment desired. 
Or samples of any fabric or wall cov- 
ering may be placed at the back of the 
box to be viewed from the front under 
various light combinations which may 
be set up in the four compartments. 
A florist tried identical flowers in each 
compartment. Beauty shop operators 
turn the box around, placed a mirror 
across the front openings, which per- 
mits them to view the effect of different 
light combinations on skin colorings 
as seen in the reflection of their own 
faces in each of the compartments. 
All the partitions may be removed to 
try out any desired mixture of lamps 
for a ceiling indirect lighting job. 
The equipment is easily carried and 
may be plugged in to any outlet. 


Time Payments on Army 
Sales 


EALERS located near western 

army camps have been finding 
sales to non-commissioned officers one 
of their great problems. These men 
usually have to furnish their own 
quarters and their salaries are not suf- 
ficient to permit them to pay cash for 
purchases. The uncertainties of army 
life which may call for transfer to an- 
other headquarters a few weeks after 
the time-payment contract on electrical 
appliances has been signed make it 
difficult to adjust the account. Usual- 
ly it is possible to transfer the appli- 
ance to the incoming tenant, but the 
dealer must be alert to foll 


situation or he 


yw up the 


loses out. Higher 


salaried army officials usually are able 
to make the adjustments within their 
own group, assuming whatever obliga- 
tion remains on the refrigerator or 
range which is being purchased. 
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WPB-OPA Orders 


LAMP VARIETIES CURTAILED 


\ l wu r te ~ 
} T le Ince 
' : 1 P 
" 
\I 9 ‘ sa 
y i ncandes 
) lustrv, 
WPB é tvp ull 
ide 1 f 3.500 ¢ 
4) | 1 ea pl shed 
2 f n r al t 2,00 
) \ { \ ré€ Wa 4 
iu P t Sty l 
1eT Ww i 
| 1, 
la p! ] € ] 
ii? T Y, é ; 
if lequa pe tted 
W t 
‘ | . ] e 
tior r yulb la 
egories of indes t, fluorescent 
| glow rge lamp These in 
ide household yulb istrial 
nps sear ] ] id igna 
vt ; 1 - " 
mps, auto nea yg Ss, Deacons, and a 
no ] ral % } r 
ng t of other types wh 1 cove! 
nt Ni very | j lam 
| y every K l elk I imip 
and bulb now produced. 
1 ’ 
In ing the order, the Consumers 


Durable Good Branch of WPB 


is guided by 


several eria letermining which 
type of lamp should be eliminated. 

P irily uulbs for which 
uitable sub ite ire available will 
no longer be 

Lam vhich the s no essen- 
t demand v discontinued, 

Lamp wh id been made ina 
great va y fferent voltages 
and watta yw simplified so 
hat only a fra f the previously 

le types will be required 

\s a practical example of how the 
rder will operate, the common house- 
hold electric light bulb previously made 

1 voltage vt 110, 115, 120, 125 and 
130 will now be made only in the 
115, 120 and 125 volt types. These 
types have ) it ict y for 

st } yLISE e the average 
urban home yplied with electric 

ver or ety 115 i 1 120 V Its 
Likewise, 50 w 175 watt lamps 
I] no lo r¢ ) he 1lISé lat pS 
r 
vattage 15, 25, 40, 60 and 100 
ire Satistact 

( lors wu 1 ) ive been 

eatly plified by the le Only 
bulbs in red, blue, 1 green will be 
allowed, a pared t thie large 

hy 1 ‘ 1s¢ , 

In a schedul 1 to the I 

pecifications f{ the lamps w pe 
nitted to he luced are listed The 

Vv ex pti to the spec ifications are 
amps designed for diagnostic and sur- 
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ind those produced for 


ses 








£ Ps 
ie Army, Navy, Maritime Commis- 
yn, War Shipping Administration 
ind ] end Le ise purposes. Even 
ps for military uses cannot be 
however, if any type listed 
lu in serve the same pur- 
Other effects of the order will be 
suugh elimination of production 
glow discharge lamps for non-es- 
tial purposes. These lamps have 
( ised for such diverse purposes 
cht lar Ip, lecorations, Ww ill socket 
onts, e 
The order is expected to result in 
siderable savings in materials, man- 
OWE lanutacturing facilities, and 
rage space. It is estimated that 7 
ent of the materials now consumed 
vill be save This will include 650 
ns steel, 35,000 pounds of solder, 
8,000 pounds of tungsten. 
yxima 1,300,000 man hours 
f *t labor will be released for 
roductio ff radio vacuum tubes 
id other war products 
About 325,000 square feet of floor 
space will be made available for pro- 
luction of radio tubes and other elec- 


tronic devices for the Army and Navy, 
plus about, 400,000 additional square 


ree 


t in warehouse space, as a result 
f the order. 

The order was issued after con 
sultation with the industry and gov- 
ernment agencies affected. 


WAREHOUSE ALLOWANCES 
ON UNFROZEN REFRIGERATORS 


A NEW method of computing 
l warehousing allowances, which 
istributors as well as manufacturers 

iy add to their base prices for new 
household mechanical refrigerators in 


sales allowed by the War Production 
Board, was announced September 8 by 
Of. § Price Administration, 


[his action follows WPB’s release 
§ the week 


100,000 household 


before of approximately 
from 


by WPB 


refrigerators 
stocks frozen 
rder. 

The OPA measure not alter 
prices paid by ultimate retail consumer, 
i which 
distributor and re- 
tailer absorb proportionately the costs 


previously 
de eS 


ince it yrovides a method in 


the manufacturer, 


yf warehousing “frozen” stocks and 
refrigerators. The measure differen- 
iates, however, between “ultimate” 


The lat- 
of purchases, buying 

rather 
the full 


and “wholesale consumers 


er cl issific ition 
] commercial 


“11 


than household use, will pay 


¥~§ the increased costs 


unt 

The udjustments, embodied in 
No. 4 to Maximum Price 
No. 110 (Resale of New 
Household Mechanical Refrigerators) 
ind Amendment No. 4 to revised Price 
Schedule No. 102 (Household Mechan- 
ical Refrigerators), will become effec- 
September 9. 


\mendment 


Regulation 


tive 


Other features include the follow- 


(1) A cut-off date, September 13, 
which ends the warehousing allowance 
period for purposes of computation. 


(2) A formula establishing base 
prices for distributors’ sales to pur- 


hasers other than dealers, and 

(3) A method by which manufac- 
turers may average their warehouse 
allowances instead of computing the 
warehousing cost for each refriger- 
ator separately. 
household 
refrigerators were frozen by the War 
Production Board on February 14, and 
on April 30 manufacture was halted. 

The warehousing allowance covers 
such s as warehousing, handling, 
and insurance incurred be- 
tween February 14 and September 13. 

The 


sales to the 


Saies ot! 


Restrictions on 


cost 


financing 


amendments 
ultimate 
distributor obtained possession of 
the refrigerator after September 9, the 
warehousing allowance will be borne 
one-fifth by the manufacturer, one-fifth 
by the distributor, and three-fifths by 
the dealer. The retail price remains 
unchanged. A manufacturer selling 
directly to the ultimate consumer must 
absorb the warehousing allowance in 
full. 

On 1e ultimate consumer 
where the distributor obtained posses- 
sion before September 9, the distrib- 
utor must absorb one-fourth of the 
warehousing allowance and the dealer 
three-fourths. A distributor selling 
directly to the ultimate consumer must 
absorb the warehousing allowance in 
full. 

Dealers are forbidden from adding 
to their prices in sales to ultimate 
any of the warehousing 
allowance passed on to them by dis- 
tributors. 

The warehousing allowance, as 
granted to manufacturers in a pre- 
vious amendment, was determined by 
adding 1 per cent of the base price 
for each month that the refrigerator 
was ready for delivery and unsold 
after February 14. 

The amendments revise this method 
and provide a cut-off date so that 
manufacturers and distributors cannot 
add costs incurred for the period after 
September 13, 1942. 

The alternative method by which 
manufacturers may compute _ the 
amounts which may be added to their 
prices is set forth in the amendment to 


provide that, on 
consumer where 


the 


q 1 
Sales to tI 


consumers 


Revised Price Schedule 102, as fol- 
lows: 
(1) Divide the total number of 


days each refrigerator has been ready 
for delivery since February 14 by the 
total number of refrigerators. 

(2) The resulting number of aver- 
age days may be assessed against 
each refrigerator for the period be- 
tween February 14 and September 13, 
at the rate of four-fifths of 1 per cent 
for resale to ultimate consumers, or 1 
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per cent for sale direct to wholesa 
consumers 

Instead of applying the warehousing 
allowance by separate calculation for 
each refrigerator, this method allows 
a uniform rate of assessment against 
all stock held by the manufacturer. 
avoids differences in the prices of 
identical boxes to the consumer, de- 
pending upon how long each had been 
stored. 

In effect the price of refrigerators 

sold by manufacturers will be increas: 
1 per cent or four-fifths of 1 per cent, 
whichever is applicable, of the base 
price per month. Because of the cut- 
off date the increase in price can be 
no more than 7 per cent in sales t 
wholesale consumers and 5.6 per cent 
in sales to distributors resale t 
ultimate consumers. 

On sales to wholesale consumers, as 
defined by the amendment to Maxi- 
mum Price Regulation No. 110, dis- 
tributors are allowed to pass on thi 
additional 1 per cent of the manufac- 
turers’ base price for every month thi 
refrigerators purchased remained 
frozen inventories (between February 
14 and September 13). 

The proportions used in distributing 
the extra warehousing costs among 
the manufacturers, distributors and 
dealers, were based on the relative per 
unit gross margins on the sale of th 
household refrigerators. The burdet 
of absorbing the greater portion of 
these costs by the dealer will be les- 
sened because of the fact that most 
refrigerators freed from restrictions 
are high-priced or deluxe models 
which have a higher than average 
percentage and dollar margins, and 
because increased demand has resulted 
in a reduction of selling expenses. 
Moreover, Regulation W of the Fed- 
eral Reserve Board, by requiring larg 
down payments, has reduced the deal 


fe De 


er’s risks and interest costs on 
stallment sales. 
Distributors and manufacturers 


when selling to dealers, are required 
to include on the invoice or bill ot 
sale the following statement : 

“The warehousing charge shown on 
this invoice . . . is added to the 
price charged with the permission 
the Office of Price Administratior 

This amount represents your 
proportionate share of the increased 
warehousing costs which have accrued 
because of the War Production Board 
action freezing new refrigerator stocks 
We have already absorbed our pro- 
portion of the extra warehousing costs 
Maximum Price Regulation No. 110 
which established your ceiling for the 
retail sale of this refrigerator, d 
not allow you to add this increa 
cost to the ceiling price.” 

The amendment establishes b 
prices for classes of purchasers ot! 
than dealers to whom the distribu 
made sales in the past. In such cases 

(Please turn to page 47) 


1942—ELECTRICAL MERCHANDISING 





PRODUCING 
War ATERIALS 


WERE ALSO PLANNING 


* DEXTERS FU/URE/ 


The Dexter name has been con- 
tinuously before the American public 
for almost half a century. It has always 
stood for the best in home washing 
machines — finest in quality — highest 
in dependability. Now comes a pause 
while all of Dexter’s facilities are em- 
ployed 24 hours a day, 7 days a week, 
making precision WAR instruments. 
When victory comes, what then? And 
how best can we serve you men who 
deal in Washers in the meantime. 
Dexter TWIN TUB and its method of 
washing has a sales appeal stronger 
than ever, even though no Washers 
are being made. So, we are nationally 
advertising this Twin Tub method 
— prompting desire TODAY which 
will be FULFILLED TOMORROW 
when peace comes. Back of this 
is a complete WAR-TIME DEALER 
HELP PROGRAM. We invite you 
to get the facts on the Dexter Plan. 


THE DEXTER CO. 
FAIRFIELD -«- IOWA 


NATIONAL ADVERTISING 


Some 10,000,000 homes, or more than one third of all the families 
in the United States, will see these Dexter messages on the 
advantages of Twin Tub washing. Both the urban and rural 
field will be reached through such powerful magazines as 
The Saturday Evening Post, Better Homes & Gardens, The 
Country Gentleman and Successful Farming. 


A NEW TWIN TUB BOOKLET 


Here is another means of keeping Dexter’s 
name alive in the minds of prospective 
Washer buyers. This free booklet tells the 
step-by-step method of the Twin Tub 
System of Washing. Intensely interesting 
to every housewife. 


A COMPLETE WAR-TIME 
DEALER HELP PROGRAM 


Folders, stickers, novelties that keep repair business flowing your 
way. This is another part of Dexter’s program. If you have not 
had complete details of this — write today! 








HE ind 
facturer has an important place 
in public economy, the Canadian 

government has discovered. To help 

them with present day problems the 

Division of Simplified Practice, War- 

time Prices and Trade Board, has 

made a study of the ways and means 
best suited to 
eight steps to 
achieve 


mall merchant manu- 


Carrying on. 


Twenty- 
that will help 
results are 


follow 


these suggested: 





1. Conserve items that cannot be 
readily replaced, the advises. 
Such utensils, 
galvanized ware, tools, stoves, heaters, 


Soard 
items as enamelware, 
refrigerators, electrical goods and con- 
tractor’s supplies can be c ynserved by 
keeping them out of your 
feature them in your adver- 


windows, 


ceasing to 


tising, by discouraging over-buying on 
the part of your customers and asking 
your clerks to soft-pedal shortages and 
mors of shortag« As a result, you 
ill maintain a more complete stock 
by iiding on t hard to get 


2. Build up sales of lines that can 
be replaced more easily. It is not pos- 
ible to predict with any certainty what 
lines will be in the future, but 


at the present time it is 


ivailable 
possible to ob- 
glass 
ints, some types of plas- 


tain general woodenware 


items, 





*s in reas *s. These can 
be pushed by more prominent displays 
d by featuring the 


m in your adver- 


3. There has not yet been developed 
complete lines of new items made from 


non-« al materials. Howe ver, they 
re due to appear and substitute lines 
will help you to keep up your volume. 
Discuss this angle with your whole- 
saler and keep a weather eye open. 
For example, it is very likely that 


wooden pails will replace metal pails, 
such things as china soap dishes will 


take the place of chrome soap dishes, 
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28 WAYS TO 


Keep Your Nose Above Water] . 


IN WAR TIME 


The Canadian Government issues some 
timely suggestions for carrying on 








leather washers will generally replace 
rubber washers and glass ovenware can 
be sold as a substitute for cooking 
utensils. 


4. Suggest substitutes. In talking 
with customers you may get an idea of 
loing the job for them with something 
else. These ideas are valuable, and 
should be passed on to the wholesalers 
yr manufacturers or your trade maga- 
zine. Nearly all merchandise grew out 
of suggestions like these, and the man 
who, for example, suggested plastic 
bicycle clips to take the place of metal 
yes had what he might have thought a 
trivial idea, but yet was a perfectly 
sound one and is bringing business to 


dozens of retailers as a result. 


5. Check into possibilities of hand- 
ling ‘‘agency’’ lines that you can pro- 
fitably sell to your customers without 
carrying any stock. There are many 
small who would be 
glad to have a “front street” outlet for 
their products and their services in 
your town. You might get an agency 
for the sale of fitted screens and storm 
sash, for insulation, glass, 
nirrors furniture. painting and 
decorating, floor refinishing, or key 
service. As an agent you get a cut on 
sales without carrying any stock. Your 
location earns dividends for you. 


manufacturers 


glazing, 


and 





6. Get rid of ‘‘white elephants.’’ 
Every storekeeper has so much dor- 
int stock in basement, ware- 
and You have money 
ied up in them due to the changes in 


+ 
t 
1 
+} 
if 
‘ 


his 
house shelves, 
he buying habits of your customers. 
Nevertheless, many are readily salable 
elsewhere and it will pay you to check 
up and see what the possibilities are in 
other neighborhoods. 





7. See if you can start a repair de- 
partment of your own. When custom- 
ers discover that new articles are no 
longer available the volume of repair 
business will increase tremendously. 
Now is the time to carefully consider 
the wonderful opportunities that are 
opening up to create a very active and 
profitable nature. Get hold of a handy 
man, preferably over military age, who 
can do repair work for you on your 
own premises. 





8. Salvage offers a chance to pick 
up some extra money. There is a mar- 
ket for such things as rubber, bottles, 
burlap bags, rags, certain tin and metal 
containers, metals and many other 
items. Your trucks might pick up some 
salvage when deliveries are being 
made. Your farmer customers might 
be interested to bring salvage in. A 
sign in your window soliciting these 
materials is a help. 


9. Consider repair services for your 
customers’ homes if you can do them 
profitably. Many of your customers 
are discovering that items within their 
own homes will have to be repaired to 
prevent serious loss and depreciation. 
The maintenance of the entire house- 
hold is coming into the picture, and 
offers you a chance to spread your 
service facilities. 


10. Did you ever think of a resale or 
second-hand department? For many 
years Canadians have been induced to 
buy modern articles to replace so-called 
old fashioned items. These old ones 
can now be returned to use and you can 
be the means of getting them back into 
circulation in your store. It is perfectly 
legitimate to make a profit from second- 


. 


hand toasters, irons, lamps, unused 
wedding gifts, golf balls, old sporting 
goods, stoves and heaters, pumps or 
mechanic’s and carpenter’s tools. In 
fact, the Canadian government thinks 
so much of resale goods departments 
that a plan is now being developed for 
dealers. 


11. Check into the other fellow’s 
dormant stock. He too, has many 
things that you can sell in your neigh- 
borhood.' Manufacturers, wholesalers 
and retailers all have merchandise of 
this type that can be moved, and it will 
pay you to discover if it fits your cus- 
tomer’s needs. 


12. Start a rental service. Many 
customers are glad to rent objects in- 
stead of investing their money in them. 
Organizing a rental department with 
such articles as stepladders, regular 
and extended, waxers, polishers, lawn 
rollers, washers, etc., a profitable 
monthly income can be obtained. 


13. Be an agent for repair work if 
you cannot do it yourself. Check care- 
fully into the possibilities of extending 
your activities in this field by acting as 
agent for large repair agencies. 


14. Educate your staff on short cuts. 
Many things around a store can be 
eliminated, many can be re-used and in 
some a cheaper quality can be substi- 
tuted. All your employees, working to- 
gether, can help. 





15. Look ahead and see if you cam 
not get older male help and female help 
lined up for your store as a protectio: 
against future possibilities. 


16. In Canada they are plugging for 
a cutdown on all necessary forms of 
artificial lighting to save power. Night 
lighting of windows is discouraged. 
7 (Please turn to Page 5) 
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STEEL will win the war .. OIL will win the war . . FOOD will win the war— 


but the Jact is NEN well win the war | 








Buy WAR BONDS 
NOW 
Buy MONARCH 
RANGES 
After the War 

















While MONARCH RANGE BUILDERS are diverting their efforts 
to make our lives safer—see that every MONARCH RANGE in 
the homes of your customers continues to make life easier! 


MEN in planes, tanks and ships— 
MEN in factories, farms and camps 
giving their sweat and blood 
for VICTORY 
MONARCH IS PROUD of its part in meeting 


this emergency, serving our government, 
and producing for our armed forces. 


* * * * * * 
p> 
x ——= 
=> There will 
. : Rb : x always be 
eeanatl ,| MONARCH 
ps — | Products 
7 ¥ * * * . 








Order Repairs When Necessary from the Factory 








MALLEABLE IRON RANGE CO. - 
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Service Charges 
and Dealer Survival 


Industry problems tackled by League Managers at Association Conference 





] t V p : il ré¢ il I business | l 

( ire going to sur greatest present threat to the exist- 

r pre nt difficulti« 3 < ¢ vf these dealers is the ceil ng 
ianvbody in guess at \t egulation t= the OPA. As it 
nteren the Interna tands dealers ire not pe rmitted 

( f the Electrical to charge more on an hourly rate for 
Cleveland, Sept. 17th and vork done than they charged in March. 
ind elated service [his order is working a hardship on 

. 1; t leng lealers, because in order to keep help 
9 nes were th it all or to engage new help, they have 

Tv out 20 ’ » meet the competition of industry, 
oie 5. It ind they are forced to raise wages 
y resentative ¢ ring ibove the levels which they were pay- 

is San ing in March. This is true in almost 
t T 4 ‘ 
Cleve Regulation 165 
go, D Da P We had at one of the sessions two 
Kansas City, St n ft Washington from the OPA 
Cit Cin- Section Chief W. J. Shine and Chief 
te New York, New Counsel S. W. Block of the Servic 
) Washington Trades Branch, OPA It is these 
t grather- jobs to administe Regulation 
( t ( leston 165 1 they could promis » relief 
ga, Te s regulation. They did, how 
fh tate that if the 
general w 4 egulation ich 
g ) int i da 
I Pre s Lab Day speec 
eliet g extended As 
un stood ro eir very cuarde 
g ents tne Preside eezt 
iy me level say ) 1 late 
1 lal M I nd that ngure 3 
C 0 oO rie tn i¢ ea Ss wert aving 
m2 Mar then th ilers may frais 
e at r irly charge ljustment t 
the new wage regulat his would 
( sing ve the iost favorable th ng that c yuld 
g yp] happen in this service situation, and 
ed per- undoubtedly would save many servic¢ 
stocks lealers who would otherwise be unable 
ry} ve ry yperate under the present price 
( otty eiling on their labor charges. 

V ( t ut This wage and rate matter is not 
l \ vera son the only difficulty of the service deal 
they practically amounted ers. The scarcity of service labor is 

k at all. Washers also are equally important. Their experienced 


ng from the market 


early Ly Vv rapidly 
T + i T t \\ ll 
ut ¢ 41 
JUICKIY it 1 
) r¢ let ( y 
p ig 
\ ) uD tv 
g ‘ 
uy 
1 
‘ > ¥ 
lat 
6 


+} 


1e r 
r Oo 
l 


¢ A 


men have in many cases been drafted 
have gone into industry. 
growing number of leagues art 


1€) yperating together with vocational 
trade schools in training service labor. 


I Washington Philadelphia has just 
launched a program of this nature and 
i the ities are planning to follow. 
lhe results are modest but they are 
viding dealers with some fairly well 
t ned service operators. In all of 
e cases, W { have taken train- 
v urs ind are available for deal 
to hire But late, dealers have 
reluctant to take women service 
" utors t their shops. The 


this kind have 


San Diego and 


leagues regarded this as a temporary 
situation—and sure that dealers 
will in time drop their objections to 
women and be glad to get these women 
turned by the vocational trade 


are 


out 
schools. 

It was stated that in general those 
lealers who had employed women 
well satisfied with them. In 
cases they were more adaptable 
quickly than the 


were 
many 
and 
men. 
Parts supplies seem much less seri- 
ous than the labor situation. As one 
man expressed it, the problem was 
80% labor and 20% parts. Also, the 
public is considerable pa- 
tience when this situation is explained 
to and wait any 
much complaint for a fairly long pe- 
riod of time before their refrigerator 
restored to service. 
advertised 
to have their old appli- 


learned 


more 


showing 


them, without too 


yr washer is 
Where the utilities had 
+ +h hiic 


) 1é@ puDdpiic 


nees repaired and put in first class 

lition a bad situation for the deal- 
é vas ited in that the load imme- 
liately became more than the present 
service structure can bear. Learning 


from this, the utilities have ceased this 


tvpe of advertising, and are advertis- 
! careful use with a call for 
ep en lv when absolutelv nec- 
ssarv 

Several of the leagues have pub- 
lished directories for their dealers, 
listing all of the local sources of repair 
parts for appliances, also acting as a 

Berea 


1 


-ent 
entr: 


information 
parts. This 
a situation 
and will probably 


al clearing point for 
1 


yn where to get particular 
is avoiding what had been 
1 q 


fu of contusion. 


be expanded until it becomes general 


vith all the leagues 
We had the benefit of a session 
with T. P. Kelly. Chief Appliance Sec- 
tion, Consumer Durable Goods Price 
Branch, OPA. Kelly discussed very 
frankly the Order 139 on used re- 
frigerator prices. 
. 
Diversification 
The question of diversification and 
non-electrical lines also received at- 
tention. It is apparent that a great 
many dealers have been able to find 


other merchandise than electrical. In 
Cleveland, for instance, it was stated 
that 95% of their appliance dealers 
had taken on non-electrical lines to a 


greater or lesser degree. Paint was 
the most frequently mentioned as 
Ided merchandise. An _ interesting 


1 
development worth considering is what 
is called the Trading Post. 
set 


\ number 


yf associations have up an ex- 
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change between their dealers cf prod 
ucts, appliances and parts. Ina limite: 
way this is also being tried out among 
owners, allowing consumers to track 
and sell appliances which have in thei 
homes and which are in operating 
condition or may be easily made s 
and which not in use. This 
grow into a source of second han 
merchandise. It is interesting that th 
same suggestion was made last mont! 
to ELecTRICAL MERCHANDISING by 
utility and two dealers that we operat 
a swap exchange covering the whol 
country. It is too early yet to s¢ 
what will happen, but the idea ha 
possibilities. 

These, then, are a few of the high 
spots of this conference. It was on 
of the most interesting and stimulat 


Cal 


is 


ing that the Association has held to 
date, and demonstrates anew the vital 
part being played in the electrical in- 


dustry by the Local Leagues and Asso 
ciations. 


dealer that is outstandifig. 
them the electrical 
difficulty due to the 


trade, in 


war 


grav 


tion at Washington nor clearing hous 
for day-to-day and week-to-week in 


terpretation of confusing orders and 


changes nor leadership for commot 
action. 


J. A. MORRISON 


president 1 .A.E.L. 


A. MORRISON, managing 4d 
erector, Electrical Association « 
Philadelphia, was elected president 


I.A.E.L. for the ensuing year at the 
followed th 


business session which 


conferences. Other officers elect: 


were W. A. Ritt, secretary-manager, 
Industries 
(Minneapolis), vice president; E. 1’ 
Zachman, business manager, Cincin- 


North Central Electrical 


nati Electrical Association, treasure! 


and O. C. Small, who was re-appointed 


secretary. 

In addition to the officers alread 
named, the board of governors wil 
comprise Walter O. Zervas, of India: 
apolis, Ind.; G. W. Weston, of Kansa 
City, Mo.; J. Clark Chamberlain, 
Diego, Calif.; A. A. Gray, « 
Chicago, Ill.; G. W. Austen, of T 
ronto, Can.; J. S. Bartlett, of Was! 


San 


ington, D. C. Mr. Christine w 
serve on the board of governors 


an advisory capacity. 
1 } 
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These Secretary-Managers 
are doing a job for the retail electrical 


Without 


situation, 
would have no agency for representa- 
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All-Out Aid for 
Men in SERVICE! 


America’s electrical appliance dealers today are fighting for survival— 
or preparing to fight—on a “Second Front,” Service! They are changing 
over their equipment, changing over their selling efforts, changing 
over their point of view—taking the offensive in a campaign for profit- 
° able service business. Premier, in turn, is going all-out to help them— 
with the Certified Guaranteed Service Program, covering all types and 
; makes of vacuum cleaners, and other powerful merchandising aid! 


A Big New Objective —Your aim today is to do a top-notch 


job of repair and reconditioning—and 
to do enough such jobs to make it profitable. In 16 principal marketing areas Premier factory branches 
are prepared to do the actual repair work for you, if you prefer not to do it in your own service 
department. And all over the country Premier is ready to go along with you in a big cooperative 


newspaper advertising campaign to promote your service facilities for all types of appliances— 
to build real volume! 


A Big New Weapon 57.0... cen 


Display Package of Parts—a self-seller that 
gets service profits rolling in quickly! It includes a wide assortment 


rere = — 

of the replacement parts in most frequent demand — over-the- / GENUINE Tien , 
counter parts that require no special tools to install. It’s the Capen PREMIER | 
self-starter for volume business—your opportunity to do a good PARTS 


turn for your customers and turn a good profit for yourself! 























| 

PREMIER: | 

| want full information about the new Display Package of Parts, Premier's new co- . 

operative advertising campaign featuring Service, and the entire Certified Guaranteed | 

Service Program. j 

| 

DIVISION | 

Name. | 

i | 
Electric Vacuum Cleaner Co., Inc. Address | 
Cleveland, Ohio City State EM-10 ! 
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Shades and blinds are demonstrated by Miss Rece and her assistant Blanche Buck. 


Denver 


Teaches 


ope th Atlantic and Pacifi 
Coast itie ire by now well 


VNnat a Diackout can mean, 


the vast interior of the coun 

t t) ubject large measure an 
c one Y et practically ill the 
companies of the country have 

lered the possibility of air at- 

tack and have felt it their responsibil- 
tv to prepare the public for the even- 
t which might come. There is 
region which is not reachable by 
uirplane from our southern border 
uld the enemy ever be able to make 
nding on Mexico’s less populated 


ists. With the idea that every com- 


unity should be Denver, 
The Pub- 
Colorado has 


taken the lead in educating the public 


prepared, 
( rado has laid its plans. 


lic Service 


Company ol 


regard to the procedure for house 


holaers to observe in blacking out 
their homes. Miss Elizabeth Rece of 
the Electric Institute gives the pro 
gram before groups of club women 
who make use of the auditorium for 
club meetings, enjoying the program 
offered as part of the afternoon o1 
evening ntertainment 


Lights Turned Off 


Lhe tag $s set lor presentation by 
turn ff all lights and allowing the 
audience time to idjust ts eves to 
the dark. Sound effects of an air raid 
PAGE 18 











Interlined draperies and inner blinds hung from supports are acceptable methods. 


Biackout | echnique 














Chart showing the visibility of colored lights and the rea- 
son why “blue light" is not acceptable during blackouts. 


with bombs falling, 
A voice over the 
microphone announces: “December 7, 
1941—Pearl Harbor, Hawaii, U.S.A.”. 
The air raid then continues, 
fading out and bringing in the voice 
ivain, announcing ; 
1941, 


are then heard, 


glass shattering, etc. 


rect rd 


“December 8, 


Washington, D. C.” There fol- 
lows the President’s address asking 
1 a declaration of war. Miss Rece 


then steps out in front of totally black 


curtains and starts the program. Spot 
lights are brought up slowly on a 
rheostat. 

Her talk covers the need for prepar- 
ation and the impossibility of securing 
blackout conditions by the pulling of 
master switches. Adequate light for 
home interiors, with life as near nor- 
mal as possible, is secured by provid- 
ing approved covering for the win- 


dows. It is desirable to observe sim- 
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Public Service of Colo- 
rado prepares the pub- 
lic for the possibility 
of inland air attack 


plicity in preparation and to follow 
official advice rather than to purchase 
whatever the stores choose to recon 
mend, Among the methods discussed 
are those of using paint or paper, o1 
the windows, least satisfactory for 
home. 


Other Methods Shown 


Miss Rece then 
use of blankets or 
hangings, of 


demonstrates th 
other adjustable 
interlined draperies, of 
removable opaque screens and of spe- 
cial window shades. A _ flashlight 
should be available, with spare bulbs 
and batteries handy. The use ot 
phosphorescent and fluorescent paint 
although these refine 
ments are probably not needed in dis- 
tricts where air raids are not likely to 
be frequent nor prolonged. Complet« 
blackout of one room, by _ simple 
means, with life maintained as norma: 
as possible, while observing all co! 

precautions, is what is 
recommended. 

The talk concludes with the music 
of “Remember Pearl Harbor”. This 
talk is presented every afternoon | 
fore groups of women’s clubs, w 
special programs in the morning 1 
employees. City officials and office 
of the local office of civilian defe1 
have witnessed the demonst: 
tion. 


is discussed, 


monsense 


also 
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SILEX HELPS YOU 
ff " oure well 





with new merchandise, a new service plan and big space advertising! 


Now ... Silex goes to work for every household ap- 
pliance dealer... with brand new merchandise and 
a revolutionary selling plan designed for today! 
Here are three sensational new Silex glass coffee 
makers...one of every popular type...to replace the 
volume and profits lost when old-line housewares van- 
ished from the market! They contain no strategic war 
materials...so youcan promote and keep selling them! 
And if your distributor’s salesman doesn’t call as 
often as he once did... Silex will deliver the new 
merchandise right to your door! 
Yes, Sir... Silex has a new “Silent Salesman”... 
a complete package of every new item, as featured in 
full page, four-color advertising in The American 
Weekly! If you haven’t seen your distributor’s sales- 
man, or our broadside, you can order your “Silex 
Silent Salesman” assortments direct, right now! 
This is the merchandise and help you have been 
looking for! Take advantage of it...today! Stock up 
on these new Silex glass coffee makers, and be ready 
for the consumer demand Silex is creating for you! 


tinel aa 
eee and Americ 


amilies ° . . 
fi munity 











ORDER TODAY! YOU TAKE NO RISKS! 


If you are not completely satisfied with the Silex 
Silent Salesman assortment you buy, you may re- 
turn the entire package for full credit! No Silex 
Silent Salesman assortments may be returned in- 
complete. All returns must be made postage pre- 
paid, within ten days of shipment. 


THE SILEX CO., HARTFORD, CONN. 
Creators of the Glass Coffee Maker Industry 
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ORDER YOUR SILEX sj 
LIST PRICE $19.29 














LENT SALESMAN ASSORT 
MENTS 
-.» LESS THE REGULAR bscoueT! 








A Three New Glass Pere 
olators, 
The Silex wt 52.05 cast 


Silent S - 
needs for fac “alesman was desi 
right now Ge par merchandise agen fill your 
— --- and to take y reo n promot 
Visits , é the e 
a —_ _ distributor's — created by fewer 
: > orc erec and sk ° . - Ss tan! pe 
tributor. Rj}; Shipped direct, or s 
‘utor. Billing through distributors a oe dis. 
§ e usua Way. 






















B New Glass pr 
list $2 95°00" 
The 





q including c 

on- 
ves can order for your 
Pats. Pending : oo 


Prices slightly higher in Canada 








THE SILEX CO. 
Dept. S.S.S., Hartford, Conn. 
a S.S.S. Assortments, list price $19.20 each. 


The total amount of my order is §...................... , to be billed 
through my distributor, at the regular discount. If not com- 
pletely satisfied with this assortment, I may return it, postage 
prepaid for full credit, within 10 days of shipment from source. 
Only complete assortments accepted for return, 





EEN SE TOR i LEA AD OEE 
(Distributor’s name must be shown) 


eg ESERIES SR ET 
Send me advertising mats on A [) BO ¢ ty DO 
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Glassware 


told ELEcTRICAL Mer 





fh RTEE> \ ag f | 
lack ca vel I! West 
6b low il ypen 1 the Jacks mn 
Ke] Company shop in lowa City 
A fe vears ag stocked e ot 
ts, and today t t ubout 50 
rcent giftwear and lamps, and th 
lance appliance stly small 
‘Gilts level out the peak selling,” he 


1 


HANDISING, “De 


use people are buying birthday pres 
nt nd the line ill the time. Oddly 
ugh, i university town like lowa 
City electric il appliances bought as 
tts ‘ all bought for wedding 
presents, and not for graduates. You 
uld put in your ear the number of 
ippliances bought students finishing 
chool.” 

Violent eing torces 
many elect ‘ by the wa 
Made t im) by tl t electrical 

“ha idise e first act t anv deal 
hould to figure out what othe 
it me é place of busi 
in ¢€ 1\ | , 
He shoul that the ele 
trical field iccustomed to selling to 


china and pottery are all stand- 
bys because they have “flash appeal and 
because of the high rate of breakage, they 


have to be replaced frequently. 


You Can't Go Far Wrong on 


GIFTWARES 


neighborhood's good, they're logical 


If women pass your store and the 





women, has lor 1 in 


lalize 
t and that he 
has long lists of home owners as pros- 
pects For this 
business offers a very logical diversion. 


spec wares 


1 
} 


lat appeal to the home, 


set-up the giftware 
Ot great importance is location. Is your 

ighborhood a pleasant place in which 
to trade? Are you on the right side of 
the street? Are you close to a theater 

near a super market? Being near to 
i leisurely eating place patronized by 
is also effective. In short, the 
proximity of women shoppers and the 
trade is important 
i gift shop (that is, one outside of a 


women 


ight class of very 


summer resort location) 

Bad locations are generally those on 
streets the 
cheapest type Tt Nor is 
idea to open a gift shop in 
close competition with other gift shops. 

In general, says Miss Virginia Hall, 
distributes gift- 

Merchandise Mart in 
merchandise consists of 
irticles that department stores would 

it han yr produc- 


re sales vol- 


where the stores carry 
merchandise. 


ita go vl 


irganization 
wares in the 


Chi izvo, git 


le because demand 
tion is too limited for lar 





Lewis & Conger Photos 


ume, exclusive items that are not gen- 
erally found in stores, or of little trin 
kets and items that are generally given 
to make other people happy. Stocks 
consist of glass, textiles, greeting cards, 
artificial flowers and paper products, 
perfume and bath preparations, pottery 
and plastics, figures, pictures, salad 
bowls and articles of wood, leather ob- 
jects such as handbags, purses, china 
and native pottery, candles and decora- 
tions, and last of all, articles of metal 
(now virtually off the market). 
Giftwares are commonly obtained 
from manufacturers and distributors in 
the large centers. Two gift art shows 
held yearly in New York and Chicago. 
Retail price represents anywhere from 
40 to 50 percent markup and often a 


dealer doubles his money. It is custom 
ary for a giftware retailer to go to 
market, for only by personal selectior 
can he pick out the many items neces 
Sary to opena shop. 

“An electrical dealer can start out 
very nicely with an investment 01 
about $300,” Miss Virginia Hall told 
ELECTRICAL MERCHANDISING. “Know! 
edge of a few ‘don’ts’ is most impor 
tant. Don’t start with any 5¢ merchan 
dise, as you will very quickly get your 
place to look like a variety store. Don't 
try to do business on $] merchandis 
Figure out what people in your neig] 
borhood would give each other as gifts 
and the price they would like to pay— 
it will run possibly $1, possibly $2 
possibly $3 and up to $5, $10 or even 
$20.” 

The essence of the giftware business 
is variety. Therefore it is very hard for 
a buyer to go completely wrong as 
nearly all of his stock differs. If a man 
has been complimented on his good 
taste in oher lines, the 
that he can do very well in making se- 
lections for his store. 
good taste in dress and furnishing one’s 
home is evidence of this quality. 

“After you have been to market and 
have made your selections,” says Miss 
Hall, “the thing to do is to get asso 
ciated merchandise together. People by 
and large are not at all sure of them- 
selves. They don’t think things out. 
Sut if a woman wanting to purchase a 
salad bowl comes into the shop and sees 
it displayed with some bright Mexican 


chances ar 


Possession of 


(Please turn to page 50) 





a 


(Above) Small, intimate pictures appeal to 
all types of buyers. (Left) A glimpse of 
giftware and lamps in the Jackson Electric 
Co. which gives the store 50 percent of its > 
volume. 
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Fricivaire is proud to be num- 
bered among the manufacturers 
receiving the distinguished Army- 
Navy production award. And in 
accepting this coveted pennant 
we accept also a challenge for 
ever. greater achievements until 


victory is won. 


FRIGIDAIRE ar war 


FRIGIDAIRE DIVISION + GENERAL MOTORS CORPORATION + DAYTON, OHIO 


Peacetime Builders of Home Appliances * Commercial Refrigeration « Air Conditioners 
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They’re 
Coming in 


Roaring planes returning to 
outlying and secret air bases 
far from electric power lines 
— inky blackness below. 
Then compact, portable units, 
powered with flash-starting 
Briggs & Stratton gasoline 
motors, swing into action and 
floodlights gleam. Ample light 
for a safe landing and for 
speedy service, This is but 
one of scores of jobs that 
more than a million and a 
half Briggs & Stratton mo- 
tors are doing daily — with 
our armed forces everywhere, 
as well as on farms, in homes 
and for industry 









os For the duration, in ever in- 


creasing quantities, Briggs & Stratton 
4-cycle, air-cooled motors are being 
produced only for war and approved 


¥ 


civilian uses. 


To assist 


needed, go to your nearest 
dealer or an Authorized 
Service Station. 


BRIGGS & STRATTON 


CORPORATION 
Milwaukee, W's., U.S. A. 





in the conservation of critical 
materials, owners and operators are urged 
to give their Briggs & Stratton motors 
more frequent inspection and care than nor- 
mal, to avoid unnecessary need for repair 
parts. If additional service or parts are 
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Boys & Girls ‘Together 


Nebraska Power salesmen and home service 
women join hands to promote electric 
appliance maintenance during the war 


HEN federal order stopped 

the business of appliance mer- 

chandising, there was an up- 
roar as many factions were affected 
by it; the distributor, the utility, the 
retailer and the salesmen who worked 
for all of them. 

Few places can boast a plan which 
every one has quietly listened to, and 
which is quietly helping them get 
through the artificial depression thus 
caused the appliance field. One such 
that is succeeding is being used by 
the Nebraska Power Company, which 
serves the electrical needs of Omaha 
and Council Bluffs, Iowa, in addition 
to 56 small rural towns. Mrs. B. E. 
Marsh, residential sales manager, C. C. 
Haney, her assistant, and H. H. Smith, 


1 


issistant rural manager, have worked 


out a scheme that is definitely getting 
results. 

Blazoning forth in the Omaha 
World-Herald, May 4, was this adver- 
tisement: “Open your doors to thi 
residential service representatives of 
the Nebraska Power Company. They 
have nothing to sell . . . their only 
job is to serve you. Your present elec- 
trical equipment must last for the dura 
tion of the war at least. No more is 
being manufactured. Your service rep 
resentative is thoroughly trained to 
show you how to maintain your elec 
trical appliances properly and will help 
you if you need repairs.” 

The copy went on to tell how Omaha 
had been divided into 24 territories, 
that a representative would call and 


(Please turn to page 24) 









Doers Your Door 


To These Residential Service Representatives 


of the Nebraska Power Company J! 


- 
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THIS 1S OUR PLAN FOR BRINGING BETTER 
SEavice TO YOU! 


Cee of these foriytwe men and women is your electric service rep 
rewrntane who will call om you soum They hare sbvetutely nothing 
to wll 


IMPORTANT TO 4 AS GAR EFFORT 
Veer preermt chectrcal MUST LAST FOR THE DURA 
THO’ OF THE Wak aT Ne more is being menufertured’ 


NEBRASKA POWER COMPANY 
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When the Nebraska Power Company ceased having any- 


thing to sell, its people plugged service and satisfaction 
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At a demonstration at a Norge plant 
the other day, a gunner attached a 
pencil to the end of a gun-barrel, 
climbed into the Norge-built turret 
and, with a few movements of the 
airplane-type controls, made the 
pencil write the word “Finish” on a 
sheet of paper. 


Such is the sensitivity of this fine 
precision mechanism now being 
built by the men and machines which 
once built — with equal precision — 
the Norge Rollator Refrigerator 
Compressor. 


One of these days, with his twin 
guns spitting 1200 slugs a minute, 


NORGE 
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Hell write FINISH” with 


his bullets on a Stuka 


DIVISION BORG-WARNER CORPORATION 


DETROIT, MICH. «+ ROLLATOR REFRIGERATION « WASHERS 
ELECTRIC RANGES « GAS RANGES « HOME HEATERS 





















some gunner in that turret will em- 
broider “Finish” in lead on a Stuka 
—and thank his stars that peace- 
time America built with such split- 
hair accuracy —even when building 
a refrigerator. 


Day and night these amazing gun- 
turrets are rolling off Norge assem- 
bly lines, for Norge men are work- 
ing with a mighty will to back up 
their sons and your sons on the 
battle fronts. 


And, we’re learning, too—learning 
to build finer and faster 
for the new jobs that 
lie ahead of us when 
this job is done. 


« Seeh? 
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Boys & Girls Together 
















r. Hitler 


—you thought we 

eg build anything 
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You thought we were soft and too busy enjoying 
our luxuries to take time out to stop your mur- 
derous conquests of innocent, peaceful nations. 
You thought you'd have us by the neck too before 
we'd get around to doing what we did in 1918. 


Well, you know differently by now. Your airmen 
can tell you about the deadly, destructive 
accuracy of the latest “Speed Queen Models.” 


And, not until you and your whole Axis tribe 
are washed up, will we stop turning them out! 


BARLOW & SEELIG MFG. CO. 
RIPON, WISCONSIN 
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Continued from page 22 





it was a good idea for you to check 
your questions about your appliances 
and have them ready to ask. It pointed 
out that there was no reason why the 
public should not continue to enjoy 
the full use of electricity but it cau- 


| tioned it was not to be wasted. 


The revolutionary part of Mrs. 
Marsh’ plan was to send home service 
girls out with salesmen. The girl was 


| to supply answers to the housekeeping 


angles, and the salesman to take a look 
at appliances in question. 


As a result of the month's tete-a-tetes 
with customers this has been accomplished: 
225 appliances have been restored to use; 
107 appliances taken to dealers for repair; 


| 42 appliances serviced by the utility; 80! 


lighting surveys made; 606 prospects lined 
up for additional lighting; 272 major ap- 
pliance prospects discovered; 251 small ap- 
pliance prospects discovered; 96 complaints 
(5 on rates, 11 on noisy meters, 40 on high 
bills, 2 on radio interference, 12 on service, 
12 on appliances, 14 on personal reasons) 
solved. 


Recipes were distributed by the 
home service girls. A Victory banana 
cake which used corn syrup has proved 
popular and instruction on how to make 
tea in coffee makers has clicked. The 
men distributed booklets on the care 
and use of appliances. 

“Contrary to what executives might 
think, this sending out of home serv- 
ice men and women together didn’t 
promote romance and playing,” said 
Mrs. Marsh. “One supplemented the 
other, and it was an idea being car- 
ried over from last year’s lighting 
campaign.” 

A folder entitled, “A Wartime Mes- 
sage for...... ” had within its pages 
space to analyze the electric service 
bill of the customer. Analysis of this 
bill pointed out that Reddy Kilowatt 
was on duty 24 hours each day for 
a dollars in wages. During 
this analysis, the home service girl or 
salesman made out an appliance rec- 
ord which listed what the customer 
had in the way of appliances and 
whether they used them or did not use 
them, and what needed repairs. 

Each girl was required to make a 
report both to the customer and to 
the company. Here are a few samples 
from one girl’s report: 

“Suggests you get plastic adapter 
for bridge lamp. 
“Suggests ditto for ceiling fixture. 
“Fan should be greased once a 
year. Gatchell Electric can do this. 
“Mail bulletin on sugar substitutes. 
“To get canning sugar go to 1907 
Farnam and see rationing board. 
“Mail stain removal booklet. 
“Take Premier vacuum cleaner to 
Sidles Electric for check.” 


They have nothing to sell, these boys 
and girls. But they are stimulating 
a lot of repair work for dealers in 
Omaha, and are getting appliances un- 
derstood and used in a way they never 
have been before. When the war 
over there will exist a neat stack « 
prospects, a record of a lot of appl'- 
ances repaired, and a feeling on the 
part ef the public that it has gotten 
its money’s worth. 
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WILL THANK YOU 


gqwing them the 


ABC: 





OF EATING FOR HEALTH 


They will thank you because “The ABC’s of 
Eating for Health” fills a definite need. The 
homemakers of America are more nutrition- 
conscious today than ever before. The Govern- 
ment’s National Nutrition Program has taught 
women the principles of better nutrition, the 
importance of vitamins and minerals, and the 
kinds of foods required for balanced diets. 
Newspapers, magazines, radio stations and any 
number of commercial firms are co-operating 
wholeheartedly with this program. 


And now this new, 16-page booklet goes one 
step farther. It tells women how to apply their 
new knowledge to their everyday problems. It 
presents a simple, easy way to plan nourishing 
meals—tells them how to cook to protect 
vitamins—provides a wealth of other important 
and helpful information. 


Retailers who are taking a long view ahead are 
eager to build continuous customer good will. 
What better way of doing it than by providing 
this valuable booklet on one of the most popular 
subjects of the day. Your customers will thank 


you because giving it to them will prove that you 
are still interested in them and their problems. 


This Booklet Now Being Aggressively 
Advertised In Leading Magazines 


Nine top-circulation magazines, with a reader- 
ship exceeding 94,000,000, are now carrying 
Westinghouse Health for Victory advertisements 
which feature‘“The ABC’s of Eating for Health.”’ 


So great has been the demand for the booklet 
that hundreds of requests for it are arriving in 
every mail. The fact that people are taking the 
trouble to write proves how eagerly they want 
the information contained in this nutrition digest. 


There are dozens of ways you can use it to 
profitable advantage. As a follow-up to the 
Westinghouse “Care and Use” book it will 
prove an effective traffic builder. Order a supply 
of ‘‘ABC”’ books from your Westinghouse dis- 
tributor today...they cost only $1.50 per 100. 
If you want an advance sample just write us a 
note on your business letterhead. 


























The.Chemical Engineer cuts years to months... 


Born in the turmoil of the last war, he is shaping a 
new world with mighty swords and magic plowshares 








ERMAN ConsuL-GENERAL HOSSENFELDER, 
G writing from New York on March 3rd, 
1916, to von Bethmann-Hollweg, chancel 

lor of the Imperial German Government, confi 
dently predicted defeat for the United States be 


cause we were totally dependent upon the great 


hemical industry of Germany. “Americans,” he 
wrote, “can never establish such an industry. They 
have the 1 irces but they lack the necessary 
cience and technology. And, besides, the con 
flicting selfishness of American business renders 
it impossibl 

Even bef the ink was dry on Hossenfelder’s 
letter a n figure appeared on the industrial 


scenc—the American chemical engineer. With the 


help of patient, but progressive and venturesome 


capital, he laid the foundations for the largest and 
most resourceful chemical industry in the world 

Today h« iv all-important figure. For we 
ire fighting chemical war, even though the 


emphasis that is placed on planes, tanks, ships, 


guns and other armament tends to obscure that 


fact. And this chemical engineer is waging wat 
for us on a prodigious scale. Bombers carry more 
tons of more deadly explosives because he has 


developed stronger and lighter alloys and more 
efficient fuels. ‘Tanks are better armored and wield 
heavier blows because of products and processes 
born in chemical laboratories. Ships are welded to 
gether by new metallurgical techniques that save 
precious months over older processes. Gun barrels 
that are made in minutes instead of hours shoot 
farther and faster because of better ammunition 

And quantity keeps pace with quality. By mid 
year of 1942, explosives were being produced in 
newly constructed plants twelve times faster than 
a year ago. Smokeless powder output has been 
doubled since December. Five times as much 
I'NT was being made in July as in the months 
preceding Pearl Harbor. One single new plant pro 
duces more of this high explosive than did the 
entire pre-war industry—and several of these plants 
already are in production 

By what Major General William N. Porter, 
Chief of the Chemical Warfare Service, calls a 
“miracle of production,” the sort of incendiary 
bombs that General Doolittle’s lads showered on 
Tokyo were rolling out of our plants within a few 
weeks after we got into the war. As General Porter 
puts it, “they were rolling not by hundreds or even 
thousands, but by the millions.”” That record he 
has cited as a tribute to the “ingenuity, industri 
ousness and patriotism’ of the American chemi 
cal industries 

Yet the General agrees that we have only started 
to produce in the tremendous volumes that will 
shortly make Germany, Italy and Japan “revolve 
on their boasted Axis.’’ Our newest plants are just 
coming into production. They face no limiting 
shortages of materials for, in the main, our chem 
ical industry draws its strength from coal, salt, sul 
phur, limestone, oil, natural gas, coal-tar, air and 
water—all available in abundance. 

We have heard little about the use of poison 
gas by our enemies. It may be that good reasons 
for this are stored away in our well-stocked chemi 
cal arsenals. American chemical manufacturers 
have worked hard and long with our armed forces 
so that if the time ever comes to make good on 
the President's warning ot retaliation, America will 
be more than ready. 


And defense against gas has not been over- 
looked. Every soldier is equipped with a most efh- 
cient type of gas mask, developed through twenty- 
five years of intensive research. The Chemical War- 
fare Service already is manufacturing millions of 
masks for distribution to civilians. Let us hope we 
may never have to use them. But if we must, we 
need have little fear of any gas or secret chemical. 

This gas mask program has been made possible 
by a literal metamorphosis of production facilities, 
as peacetime industries have been converted to 
war purposes. A lumber company, for example, is 
making activated carbon from sawdust. Novelty 
manufacturers of rubber goods are turning out 
valves and assembling other parts. Former manu- 
facturers of shirts, swim-suits, shoes and beds have 
converted their facilities and are contributing their 
share. More than eleven hundred contractors and 
two hundred and fifty sub-contractors are supply 
ing their full quotas of chemical warfare matenals. 
And production is right up to schedule. 

But the bulk of the war job of oui chemical 
industries has to do with items other than weap- 
ons and ammunition. ‘The German Consul-Gen- 
eral, in that 1916 report to Berlin, said that many 
American industries were in a critical condition 
because of the scarcity of German chemicals. He 
related in particular that “the cries for help from 
the world of physicians are becoming louder and 
louder and more and more insistent.’ Thanks to 
our chemical industries this cry no longer is heard 
Even though we are again cut off from quinine, 
camphor and some other strategic medicinals, our 
homes and hospitals are adequately supplied with 
synthetic products. Most of these are better and 
cheaper than the natural materials. The same sulfa 
drugs that have saved so many civilian lives in re- 
cent years have gone to war, with the result that 
deaths from infection at Pearl Harbor and Bataan 
are reported as surprisingly low. In this war we 
suffer no shortages of .odine and potash. Pioneer- 
ing research in the field of vitamins has led to new 
industries that are contributing to health and 
better nutrition. 

Those new uniforms the soldiers are wearing are 
of better quality and will last longer than the shod 
dy, ill-fitting outfits of 1918—thanks to sunfast dyes 
and new man-made products. And in the field of 
fabrics, nylon and the new rayons have gone to 
war in parachutes and super-strong cords > tank 
treads and tires. 


pod * * 


And that brings up the question that 30,000,- 
000 American motorists are asking with ever in- 
creasing concern. “When, Mr. Chemical Engi- 
neer, are you going to give us a set of new tires 
for the old family bus?” 

That, I am told, is just what the chemical engi- 
neers have set about to do on a scale that is diffi- 
cult to comprehend. In the words of Raymond 
Clapper, the columnist, “the synthetic rubber 
program for this year and the next is the biggest 
job of chemical engineering ever undertaken in the 
world.” A billion dollar industry is being built at 
record speed to make almost a million tons a year 
of chemical rubber to serve our war needs and 
those of our allies. This cannot be accomplished 
overnight. Many months are required to design 
and fabricate complex equipment, much of which 
must be made from corrosion-resisting metals and 





alloys. We shall be lucky if a tenth of the desired 
capacity is in continuous production this year and 
even more lucky if, by the end of next year, the 
new industry should be turning out synthetic rub- 
ber at a rate of 875,000 tons — using both petro- 
leum and grain as raw materials. 

All this, of course, must go for essential military 
uses but there is reason to believe that in the labo- 
ratory and pilot-plant stages we have some prom- 
ising substitutes and stop-gap materials that may 
tide us over until the big program starts rolling. 

The present prospect of real success is possible 
only because of the cooperation of the chemical, 
rubber and petroleum industries. Individual firms 
and entire industries have set aside their normal 
desires and selfish interests to pool their patents, 
share their research and engineering develop 
ments for the common good. Synthetic rubber is 
here to stay as the basis for a great post-war in- 
dustry: no doubt as to that lingers in the minds 
of the men who have seen many other natural 
products—indigo, alizarine, camphor, vanillin—all 
eventually fall before the ingenuity of the chem- 
ical industry, 


* 
* ot 


In the coming peace to which we look forward 
hopefully, we shall find a new world full of new 
materials, new conveniences, new jobs, new op- 
portunities, all stemming out of the present-day 
work of the chemical engineer. The same tough, 
transparent plastics that now make noses for 
bombers will give us new frameless windows for 
our homes and automobiles. With capacity to pro- 
duce at least 2% billion pounds of aluminum, 
which is five or six times pre-war production, and 
a magnesium capacity 50 or 60 times the pre-war 
hgure, many new uses will develop for these struc- 
tural materials of great strength and amazing light- 
ness. Almost anything that flies, runs, moves, or 
otherwise is motive, will have a place for them. 
New fibers such as nylon and vinyon had scarcely 
got started before they were put to war use. Once 
the war is over they will be with us in greater 
abundance and at lower cost for a variety of uses 
so vast and so diverse that we can scarcely 
imagine them. 

And the chemical engineer continues to create 
and to invent. He meets the challenge of scarcities 
and shortages with ever new “substitutes” that 
excel their originals. Even before the war is over 
he will have placed at our command a hundred 
new materials which we did not have before. His 
workshop is all industry. His contributions are as 
limitless as are our needs. 

But right now his all-important job is to help 
win the war; to fight to a Paish the ruthless and 
resourceful enemies that are devoting all their sci- 
ence and technology to bring about our defeat. 
So, as we take stock of our assets in this desperate 
struggle, we count among the first the proved re- 
sourcefulness of the research-minded chemical en- 
gineers we now have mobilized to help us fight 
this chemical war. 


President, McGraw-Hill Publishing Company, Inc. 





Ss 


his is the fourth of a series of editorials appearing monthly in all McGraw-Hill publications reaching more than one and one-half million readers. 
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R. D. HUNT 


DAY HUNT OF 
IS DEAD 


Michigan, named J. G 
Dexter washers 
18 years ago. He 
barn It was not 
‘gan receiving kindly 
tters from R. D. Hunt, executive vice- 
resident of the Dexter Company, giv- 
g him tips, encouragement and inspira- 
tion. The day came when there was an 
ening in Toledo, Ohio, and Davy Hunt 
ersuaded the young man to move down 


lIOWA 


farmboy in 
\atson, started 
suse to house some 
tored them in his 
ng before he be 


selling 


there and open the Dexter Sales Co. 


“My husband did not know Mr. Hunt 
t that time,” declares Mrs. Watson, 
ho today owns the business. 3ut 
e always felt Mr. Hunt had a personal 
nterest in him and that is what kept him 
ing on and on.” 

In a dozen places in the last decade, 
)klahoma, Texas, Kentucky, Ohio, Wis- 
sin — anywhere — ELectricaL Mer- 
HANDISING has encountered dealers who 
aes pe s handful of personal letters 
re R. Munt. They were kept in a 
lesk a ae a filed. “Why, those letters 
ire Classics,” the dealers would say. “Mr. 
lunt is as much of a writer as he is a 
‘ashing machine manufacturer. He 
ught to be holding your job on ELec- 
RICAL MERCHANDISING.” 

Perhaps Day Hunt enjoyed his unique 


sition as a philosopher. He always 
eferred to himself as the “sage of the 
Xaspberry elt” and spelled the name 
his native state “iOwa.” Not many 
a knew it, but R. D. Hunt was 
mg bothered with insomnia. While 
ther men slept from midnight to dawn 
e often lay in bed thinking. To kill 
time he began a. reading of the classics 
and it was natural for him to interlard 


letters from such phrases as “Sleep 

t knits the raveled sleeve of care, 
at Nature’s second course,”"—or to 
in a phrase like “Silently one by one, 
the infinite meads of heaven, blossom 
lovely stars, the 

angels,” 

Writing like that made an impression. 
\nd, Day Hunt was just as interesting 


ELECTRICAL MERCHANDISING—OCTOBER, 


forget-me-nots of 


to talk to. He bore a reputation as a 
humorist. Competitors liked him as well 
as the men in his own factory. It was 
in 1912 that he first bought an interest 
in a washing machine firm then located 
at Dexter, Iowa. He was a charter 
member of the American Washing Ma- 
chine Manufacturers Assn., 25 years ago, 
and served several years as president and 
held other offices. When the Dexter 
Co. moved to Fairfield, lowa, he became 
executive vice-president, and held that 
office until his death. He was presi- 
dent of the Appliance Mfg. Co., at Alli- 
ance, Ohio, a Dexter subsidiary. Ralph 
—few knew that name—Day Hunt was 
born 62 years ago in Jefferson County, 
Iowa, the son of Edwin and Elizabeth 
Hunt. He was graduated from Parsons 
College in 1900. As many knew he 
rock-ribbed Republican. 

To the Hunts were born four and 
a daughter. The Hunt home at Fair 
field was one of those places that Louisa 
May Alcott could write a “Little men” 
around. <A large portrait of the grand 
father hung in the living room. Books 
were scattered all over the place The 
youngest children sneaked downstairs 
after bedtime to raid the refrigerator. 
Christmas was a gorgeous holiday at the 
Hunts. The place looked like wher 
everybody had a good time Death, 
which had forgotten the Hunt family for 
many years came to Day Hunt in 
University Hospital in lowa City, where 
he had been a patient for heart trouble 
since August 30. He died Sept. 15. 
At the funeral the Fairfield Daily Ledger 


Wasa 


Sons 


one 


so 


declared that, the floral offering was 
the largest ever seen in Fairfield. One 
sister and two brothers, Walter and 
Edmund survive 

r. F.B 


C. E. WILSON OF GENERAL ELECTRIC 
NAMED TO HEAD WAR PRODUCTION 


Owen D. Young and Gerard Swope 
Resume Original Responsibilities 


SCHENECTADY, N. Y.—President 
Charles E. Wilson of the General Elec- 
tric Company has been named vice chair- 
man of the War Production Board, in 
that capacity acting as chairman of the 
newly organized Production Executive 
Committee. 

\t a special meeting of the board of 


directors of the General Electric Com- 
pany on September 18, Mr. Wilson's 
resignation as president and director 
was regretfully accepted Chairman 
Philip D. Reed is also in the service of 
the Government. Honorary chairman 


Owen D. Young and honorary president 
Gerard Swope were requested to resume 
their original responsibilities, Mr. Young 
as acting chairman and Mr. Swope as 
sonaiiens of the company. 

In his statement to the company’s board 
yf directors Mr. Wilson said: 

“The chairman of the War Production 
Board has asked me to become a member 
of the Board with the title of vice chair- 
man and in that capacity to act as chair 
man of a Production Executive Commit 
tee composed of high ranking officials of 


the Army, Navy, and Maritime Commis 
sion, such committee to have contro! 
of production of military supplies. 
“The Secretary of War and the Se 
retary of the Navy have joined the 
Chairman of the War Production Board 
in that request. The President of the 
United States has issued a directive mak- 





With the appointment of Charles E. Wilson, G-E president, to a vice-chairmanship of 
WPB, and the absence of Philip D. Reed, board chairman, on government business, 
Owen D. Young and Gerard Swope have been called back to active duty with the 


company. 


1942 


Left to right: Mr. Young, Mr. Reed, Mr. Swope and Mr. Wilson. 


ing the appointment. 
appointment. 

“My decision was made only after long 
and thorough consideration of my re 
sponsibilities to those who have trusted 
me with the management of the General 
Electric Company, and with whom 
have worked for many years. Since the 
company has bound itself to deliver to 
our government war production and ser- 
vices which represent many times its 
normal peacetime output, there was a 
real question as to where I might be of 
the most service at this time. Since it is 
the feeling of the President of the United 
States that this service can best be per- 
formed as part of the War Production 
Board, I have naturally responded to his 
request. 

‘Accordingly, 


I have accepted the 


I am presenting herewit! 


my resignation as president and dir 
tor of the General Electric Company 
and simultaneously presenting my resig 
nation from all other offices and direct- 
orships in other companies affiliated with 
the General Electric Company. I ask 
that my resignation as president and 
director of the General Electric Com- 
pany be accepted at this time. 

In announcing the resignation of Mr 
Wilson and the elections of Messrs 


Young and Swope, the General Electric 
Company said: 

“At the urgent and repeated request 
of the Chairman of the War Production 
Board and the Secretaries of War and 
the Navy, and finally at the direction of 
the President of the United States, Mr. 
Charles E. Wilson has accepted the posi- 
tion of vice chairman of the War Pro- 
duction Board. The board of directors 
of the General Electric Company regret- 
fully accepts the resignation of Mr. Wil- 
son as president and director of the com- 


pany, effective September 18, 1942. 
“Philip D. Reed, chairman of the 
board of directors, is also in the service 


of the government. The board of direct- 
ors has. therefore, requested that Messrs. 
Owen D. Young and Gerard Swope re- 
sume their original responsibilities. Mr. 
Young will be acting chairman and Mr. 
Swope will be president of the company 

“The company, its stockholders and 
employees may well be gratified at these 
outstanding calls for distinguished ser- 
vice to our government. The company 
will carry on its great load in war pro- 
duction under the le adership of Messrs. 
Young and Swope. 


Kelvinator Moves N. Y. Office 
NEW YORK—New York zone offices 


of Kelvinator and Leonard were moved 
recently to new headquarte rs in the Nash- 
Kelvinator administrative building at 16 
West 6lst Street, it was announced by 
Keith Saunders, zone manager. 
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When her toolkit 


is traded fora 


One day — soon, we hope — 
America’s war-working women will 
return once again to the peaceful pur- 
suit of homemaking. With them they’ll 
bring a new appreciation of efficiency, 
learned on high-speed production lines. 
When that day comes, Grand will be 
ready .. . ready with a gas range em- 
bodying the functional beauty and 
effortless efficiency of modern produc- 
tion machinery. Though our plant is 
making munitions today, our laboratory 
is reaching into the future for the kind 
of range Mrs. America is certain to de- 
mand when she turns in her toolkit 
and takes up her skillet once again. 





When Peace Comes, It Will Be GRAND 


Grand Gas Ranges 


DIVISION OF THE CLEVELAND COOPERATIVE STOVE COMPANY 
CLEVELAND, OHIO 


| 


Leo J. Meyberg Company 
Enters Supply Field 


LOS ANGELES—With the taking over 
last month of the Standard Wholesale 
Electric Company of Los Angeles, the Leo 
1. Meyberg Company, long a leader in 
the field of radio parts and tubes, and 
one of the largest appliance distributors, 
entered the electrical supply field. 

Standard Wholesale, organized in 1928 
by H.,.D. Burns, A. W. Dean and E. W 
Dickason as a partnership, has shown a 
steady growth, and, during the past sev- 
eral years, has been recognized as one 
of the “majors” in the Southern Cali- 
fornia area, 

No attempt will be made by the Mey- 
berg executives to change in any way 
the successfully proved methods of opera- 
tion of the Standard Wholesale Com- 
pany. It will continue in its entirety as 
a division within the Meyberg Company. 
The regular personnel will remain and 
perform in their present capacities. 

\cquisition of the Standard Wholesale 
Electric Company represents another ‘a 
a series of forward steps that have been 
taken by the Meyberg Company since 
its founding in 1909. Originally a com- 
paratively small radio parts supplier, the 
company has grown to such an extent 
that last year it was recognized as one 
if the largest independent appliance dis- 


| tributors in the country. Its past suc- 


cess has brought it such major lines as 
R.C.A., Victor, Norge, Bendix, Eureka, 
Westinghouse lamps, etc. The jump into 
the supply business was not a program 
developed overnight, nor one occasioned 
entirely by the loss of appliance busi- 
ness due to the war effort. Rather it 
represented a move contemplated by Mey- 
berg officials, that might be made when 
all conditions were favorable. Now, with 
a “going” supply division, the Meyberg 
Company becomes the first distributor 
of its kind in the west to handle both 
radio and electrical supplies. 


De Jong Sales Changes Name 


SAN FRANCISCO—The De Jong Sales 
Co., Inc., 324 Fifth St., San Francisco, 
Calif., announces that henceforth the firm 
will be known as Bennett & Johnson Co. 
Inc., John de Jong, formerly with the 
firm has sold his interest and has no 
connection with the new concern. This 
firm nationally distributes the “Zippy” 
vegetable juicer. 








K. C. Association 30 
Years Old 


In 1912 a group started as the Ele 
tric Club fathered the Kansas Cit 
Electrical Association which is cele 
brating its 30th birthday in October 
G. W. (“Jerry”) Weston rounds ou 
19 years as executive secretary wit! 
the group on the same date, and dur- 
ing his career membership has in 
creased from 160 to 350. 











Wisconsin Checks 
Appliance Use 


CHICAGO—That nine out of ten occt 
pied dwellings in Wisconsin have radio 
three out of eight mechanical refrigera 
tors, five out of six electric lighting, and 
nearly three out of five central heating 
was revealed by the 1940 housing censu 
of Wisconsin recently released by J. C. 
Capt, director of the census bureau. 

Mechanical refrigeration was provid 
in 36.7 percent of the occupied dwelling 
units and ice refrigeration in 
cent. In town 47.6 percent had natin 
ical refrigeration and 34.5 percent of th 
rural nonfarm homes, but it was foun 
that only 13.6 percent of the farm homes 
Urban dwelling units were 99 percent 
electrified, 84.8 percent in rural nonfarn 
homes and only 49.3 percent of the farn 
homes. 

On the other hand, rural farm home 
were right up at the top with 83 percent 
owning radios, as compared to 88.9 per- 
cent of the rural nonfarm homes an 
96.5 percent of the city homes. 

In the rural farm areas kerosene or 
gasoline was the principal cooking fue 
in 7.7 percent of the homes, coal or coke 
in 6.4 percent and electricity in 2.6 per 
cent. Urban homes used gas for cook- 
ing in 73.8 percent of their number, elec 
tricity in 8 percent, wood in 7.7 percent 
and kerosene or gasoline in 7 percent. 

Some 997,719 occupied dwelling units 
were covered, of which 472,086 were clas- 
sified as urban, 205,509 as rural nonfarn 
and 215,084 as rural farm. 


Swartzbaugh's New England 
Service Station 


The Swartzbaugh Mfg. Co., announces 
the appointment of the W. W. Welch Co 
117 Water St., Boston, Mass., as the 
Everhot service station for the New 
England area, replacing the Farringtor 
Electric Co. of Boston. 


An All-Women Service Station 





Since May 5th the Proctor Electric Company has been making history with its all-women 
operated service station. This is a factory-operated setup located at 480 Lexington Ave- 
nue, New York City, and its prime purpose is to keep Proctor appliances in operation 
in New York area with the least possible inconvenience to the consumer and the dealer 
Efforts are made to give the quickest service possible under the circumstances, and, ger- 
erally speaking, repairs are made within twenty-four hours. All irons returned for servic: 
are given a complete overhauling, including a heat test; and all toasters are given 


bread test as a final inspection measure. 


The service station is managed by Mrs. Mary R. Riedel who is well-known to the dealer 
and jobbers in the metropolitan area. The station is the brain-child of Oswald Mac 
Carthy, Proctor Electric's district manager in the New York Area. 

Left to right: Miss Lillian Spallone and Mrs. Laura Fleming, repairwomen, 
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GET IN THE SCRAP! 
BUY WAR SAVINGS 
BONDS AND STAMPS! 





eonar 
Fig 


Long before the Rough Riders drove 
into Spanish-held Cuba in 1898, 
Leonard refrigerators and Leonard 


dealers were serving America. 


And when the-last Jap and Nazi is 
driven from the skies, Leonard refrig- 
erators and Leonard dealers will con- 
tinue to serve America as they have 


through 3 wars. 


Those Leonards of tomorrow will be 
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elped 
ars! 


the finest we have ever built. And we 
promise you they will be sold under a 
profit-making franchise unique in the 
field of household appliances. 


LEONARD DIVISION 
Nash-Kelvinator Corp., Detroit, Michigan 


LEONARD 


Dependable Refrigeration Since 1881 
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ARE URGING PEOPLE TO SEE YOU FOR REPAIRS! 





\t the same time it is building post-war sales for you, our 


extensive national advertising is urging owners of Toastmaster 


appliances to bring them back to you when they need repairs. 


This means profit for you, whatever your service setup may be! 


IF YOU DO SERVICE WORK, you can 


obtain the necessary new parts 
to repair the appliance from us 
Toastmaster 
listed 


provided you return the 


or from the nearest 


authorized service station 
below 


old parts with your order. 


IF YOU DON’T DO SERVICE WORK, you 
can have an expert repair job done 


for vou by sending the appliance 


removed—toa Toastmaster author- 
ized service station, or to us. Add 
your normal handling charge to 
the repair cost when you collect 
from the customer. 


Either way, you'll profit from re- 
pair work done on the Toastmaster 
appliances that are brought to you. 
And in addition, you'll be build- 
ing good will for the time when 


with any parts that have been new appliances are available. 
YOU WILL SAVE TIME AND MONEY... 
| If you will check the operation of a Toastmaster appliance 
before starting to repair it or shipping it out for repairs. 
Failure to operate properly is often due to a poor connec- 
tion because of a faulty outlet. 
? If you will explain that toasting too dark or too light is 
often due to a variation of voltage in the power line. When 
this is the cause, it can often be remedied by changing 
the setting of the adjustment button. 
3 if—when shipping a Toastmaster* appliance to an author- 
ized service station—you will include a complete report 
of the customer’s complaint. 
4 If you will pack appliances carefully so that they won't 
be damaged in transit. 
a * * * 
FACTORY Miami, Fic. Florida Appliance Sales & Service 
Elgin, iN McGraw Electric Co 151 W. Flagler St 


FACTORY BRANCH SERVICE STATIONS 


A 


222 W 
446 Book T 


Chicago, Il! Adams St 
Detroit, Mich 


Los Angeles, Cal 


wer Bidg 


ante Fe Ave 


New York, N.Y 26 Lexington Ave th f 
AUTHORIZED SERVICE STATIONS 
Atlanta, Go eorgia Power Cx 

Mariett 

Baltimore, Md Zaltimore Electri< she Ce 
; NV. ¢ | ng Rd 

Boston, Mass ngton Electric Ce 


18 Boylston St 


Cincinnati, Ohio Whittle Electric ¢ 
431 Hopkins St 
Cleveland, Ohio epair & Construction Co 
811 Prospect Ave 
Dallas, Texas Douglas Electric Co 


1323 W 
Midwest Wiring Co 
323 W. Colfax Ave 


Denver, Col 


Davis 


Minneapolis, Minn. Kelly Electric Co 
241 S. Seventh St 
Reliance Electric Co 
Camp St 

Joseph T. Fewkes Co 
137 N. Twelfth St 


New Orleans, La. 


Philadelphia, Pa. 


Pittsburgh, Pa. Quick Service Electric Co 
Jenkins Arcade Bidg 

Portland, Ore. Bressie Electric Co 
909 Southwest Fifth Ave 

Reading, Pa. Singer Crockery Co 
44,N. Ninth St 

San Diego, Cal. ). E. Zweiner Co 
2929 “B” St 

Seattle, Wash. Appliance Parts & Service Co 


214 Stewart St 

Spokane, Wash. Maxwell-Franks Co 
619 First Ave 

Radelfinger Bros 

544 Natoma St 

Kaemmerlen Electric Co 
2318 Locust St 

Carl W. Dauber Electric Co 
2320 18th St., N. W 


San Francisco, Cal. 
St. Lowis, Mo. 


Washington, D. C. 


TOASTMAST 


*" ToasTMAsTER™ 


Elgin, I 
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YPS Offers New Toys 





National distribution of Disney-Plaks, a new educational and decorative toy item, 


began in September, launched by Youngstown Pressed Steel Company. 


Department 


stores, chains, appliance and various other retail outlets will be offered the plaks which 
come in six Disney character ideas. Executives viewing artist's sketches are F. W. Knecht, 
sales manager; G. W. Hipple who originated the "plak” toy; C. A. Morrow, YPS vice- 
president; George Duge, regional sales executive and Marshall Adams, advertising and 


promotion manager. 








Zenith Announces 
Trade Ad Program 


CHICAGO—Another move in Zenith 
Radio Corporation’s program to keep in 
touch with its peacetime selling organ- 
ization was revealed recently in an an- 
nouncement by Zenith Radio Corpora- 
tion’s Vice President J. J. Nance of a 
sustained, large sized space, trade paper 
advertising campaign in the principal 
publications circulating among radio and 
appliance dealers and furniture, depart- 
ment and music stores. 
The trade paper effort is one of six 
major steps recently taken by Zenith to 
keep the name before the public. First 
came the release of a national magazine 
campaign scheduled for major monthly 
and weekly publications and calling for 
hard hitting, moderate sized space, run 
vith rapid frequency and aimed toward 
large circulations in a diversified list 
ot periodicals 
The National Advertising was quickly 
followed by the release of a nation-wide 
service station program designed to pro- 
vide adequate radio servicing facilities for 
set owners the country over. 
[Typical too, of the company’s activi- 
ties is a plan to place qualified personnel 
of distributor and dealer organizations, 
overstaffed because of the curtailment of 
radio production in positions with gov- 
ernment bureaus having need of their 
abilities 
Assistance has also been given to those 
distributors seeking new lines for dis- 
tribution during the war years. 
In summary, the Six Step Plan in- 
cludes. 
1—A strategic national advertising 

campaign 

-A workable service plan 

3—An informative trade campaign 

4—A personnel placing plan for dis- 
tributors 

5—A “New Lines” development plan 
for distributors to replace civilian 
radio business 

6—A monthly company newspaper 
written as a “letter from home” 
to all individuals connected with 
the Zenith family—in factory, dis- 
tributor and dealer organizations 

—no matter where their wartime 

activities might take them for the 

duration. 


? 


Each plan and unit is keyed into the 
over-all operating plan for the duration 


They're In the Army 
Now 


D. K. Colvin, advertising manager for 
the Hoover Co., left September 16 for 
Miami Beach to undergo basic training 

a captaincy in the air force. He 


erved in the Rainbow Division in the 


OCTOBER, 


| leave of 


World War as He is on 


duration and 


a sergeant. 
absence for the 


| his desk will be handled by L. P. Cor- 





| uty Sheriff No. 


coran who has been with Hoover for the 
past 20 years. 
#2 

Ruth Hammond, advertising and pub- 
licity director of the American Furni- 
ture Mart resigned recently to join the 
civilian staff of Col. Robert P. Glass- 
burn, commanding officer of the Army 
Air Force Replacement Training Cen- 
ter, Technical Training Command, At 
lantic City, N. J. 


* * * 

George J. Segal, secretary of the Elec- 
trical Association of New Orleans, has 
resigned to become first lieutenant in the 
Army. 

* * * 
A. W. Palin, Jr., acting service man- 


ager of Graybar-Jacksonville, has beea 
granted a leave of absence to take up ac- 
tive duty as a captain in the U. S. Army 
Air Corps. 
+ = 

Harold J. Beeby, promotion 
manager of Altorfer Bros. Co., has been 
commissioned in the Army Air Forces 
He left for active duty September 30. 


sales 








Uniforms being the vogue this year, we give 
| you another—that of California's new Dep- 


Electric Co. 
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160, Charles P. Culbert, 
| formerly Western sales manager of Proctor 








—, Bigra 
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HOTPOINT WARTIME ADVERTISING 
are Does Five Jobs! 


G2 ee rs 
Bonds. 2. Provides incentive to Electric Kitchen for the home 


)? save for a Hotpoint Electric of the future. 5. Tells people 
: LAs Kitchen after the war. 3. Keeps that low-cost homes can afford 
< 

































the Hotpoint name before the Hotpoint Electric Kitchens. 





Sells War Bonds Today ... Electric Kitchens Tomorrow 


National Advertising reaches 
millions of interested families 
xk 
Hotpoint advertisements showing 
low-cost kitchens in full colors 
appear in these national magazines 


PUBLICATION ON SALE ISSUE 
Electricity onthe Farm ... . September1 September 
CE diam « 2 ot6 « ¢ @ September 11 September19 
House Beautiful. ..... . Septemb Octob 























- s Better Homes and Garcens . . September 25 October 
AmericanHome...... . September 25 Octob 
Electricity onthe Farm ... . Octoberl October 
House Beautiful Maintenance 
and Building Manual . . . . October Fall & Winter 
a SA re October 9 October 12 
ee gg ee a ee October 9 October 17 
at House Beautiful ....... October 19 November 
m1) AmericanHome. ..... October 23 November 
Electricityonthe Farm .... N ber 1 No be 
House Beautiful Guide 
People earmark the money they save for some future pur- pforthe Bride... ... - November — Fall & Winter 
1101 & .. .........}»\ i i i 8€6houGhaC<CrzaaKr hl elelmeklmelcetl el etl etl tl etl lef 
aa chase. Hotpoint advertising in national magazines encour- Saturday Evening Post . . . . November 11 November 14 
' Bride’s Magazine ...... November 15 November 15 
ct ages them to buy more War Bonds and keep them fo finance = con epee aR ~~ eet 23 
Better Homes andGardens . . November25 December 
a Hotpoint Electric Kitchen after the war. moe = a f ner? 
Saturday Evening Post .... D ber 9 D ber 12 





























Washington Likes This Plan 


FFICIALS of the Treasury Depart- 
ment have stated that they will 
appreciate the cooperation of retailers 
in supporting this program locally. 


How You Can Help. Hotpoint’s | 
Plan Book ‘“‘Maybe Tomorrow”’ explains every step and 

shows mailing pieces, newspaper advertisements and E L E C T R | G 
the novel Home Planning File. Ask your Hotpoint dis- 


tributor for details. Edison General Electric Appliance K | T $ H K N ~ 


Co., Inc., 5620 West Taylor Street, Chicago, Illinois. 
give * * * 


Dep- 
bert, 


yctor 
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See Blackstone? full page advertisement in the November issues 


of the Ladies’ Home Journal and Parents’ Magazine. 


BLACKSTONE 


WARTIME ADVERTISING 
will work for You! 


It will 


real prospect list for Blackstone 


at the same time, helps your customers and YOU. 
build goodwill and 
Washers. Important, too, it will build traffic in your store 


now help sell both service and available merchandise. 


HERE’S HOW THE BLACKSTONE PLAN WORKS 
Blackstone 


with war bonds now to pay for a new post-war Blackstone 


national advertising sells the idea of saving 


later on. Each certificate holder must register his certifi- 
cate with a Blackstone dealer. The order in which these 
certificates are registered by the dealer determines the 
sequence in which dealers will fill orders after the war. 
It gives the patriotic citizen a delivery priority for the 
buving rush that is certain to come with Peace and nor- 
maley. And don’t forget, the prospect list it builds for 


you. can be used now. There is no doubt about the sue- 


cess of this plan. It will help you now, and we hope, it 


will help us later on. Today, we have only one job — 


building fighting tools for the Nation. Take advantage 


of this advertising. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 








PRODUCT 
AMERICAS OLDEST WASHER manusacruaea 
PAGE 24 

















New Positions of the Month 1g 
Va ‘am 
cea 
ore id nt. 
Crosley G. E. Lamp Department cha a 


James H. Rasmussen, manager of the 
ippliance division of Crosley has been 
named by R. C. Cosgrove, vice-president 
and general manager of Crosley’s manu- 
facturing division, to head up the com- 
pany’s operations in domestic, commer- 
ial, and government automotive prod- 
ucts. 





J. H. RASMUSSEN 


Mr Rasmussen joined The Crosley 
Corporation in January, 1941, as manager 
if the company’s radio division and later 
is duties were enlarged to take in all 
if the company’s appliance product opera- 


10ns 


Electrical League of Cleveland 


Randall J. Miller was named acting 
secretary of the Electrical League of 
Cleveland at a recent meeting of the 
League’s Board of Directors. 

He succeeds Will T. Clark, who re- 

gned to go with the Plastics Division 
1 the General Electric Co., Pittsfield, 





RANDALL J. MILLER 


Miller has been with the residential 
division of the Cleveland Electrical 
League for the past six years, working 
with dealers and distributors on promo- 
tional campaigns and displays. 

A graduate of John Carroll University, 
he had 10 years experience in the retail 
electrical appliance field before joining 
the league staff. 

He is married, has one child, and lives 
in a new electrical home which he built 
recently on Russel Road, Cagrin Falls. 


Furniture Mart 


Miss Lucille Schmale is the new adver- 
tising and publicity director of the Amer- 
ican Furniture Mart, Chicago, succeed- 
ing Ruth Hammond, resigned to join 
the civilian staff of Col. Robert P. Glass- 
burn, Atlantic City. 


OCTOBER, 


iding 





Henry J. Chanon, widely- -known lig wreite te 
ing engineer with G. E. Lamp Depart- cresent, | 
ment at Nela Park headquarters in Cleve- Pierce 


land, Ohio, has just been transferred 
to the company’s South Pacific Division 
in Los Angeles, it was officially announced 
recently. Chanon, in his new work, will 


specialize in the design of lighting sy 


American 
f New } 
search, 

i M ichig 





HENRY J. CHANON 





eld witk 

. : . . corporati: 
tems for: maximum production and effi- 30 to 
ciencies in west coast aircraft industries mpany 
in ship building, and wartime motion pic- 9. --), js 
ture production work. He will also serve § aan 
as consultant for blackout of coastal ; 
areas in the Southern California regio: 

Free Sewing Machine Co. oe . 
Just announced is the appointment of L Amer 
Edward LeVee as vice president in charg aborato 
of sales for the Free Sewing Machin resident 
Co., Rockford, Ill., manufacturers tanulac 
Free-Westinghouse and New Home Sew- -ordins 
ing Machines. According to Jay Kas- et by 

the ¢ 


ler, president, Mr. LeVee assumes his 


new duties October 1. Shannon. 








EDWARD LEVEE 





Well known nationally in merchandising 
circles, Mr. LeVee for the past severa 


years has been Metropolitan Merchandis¢ E ffecti 
manager of the Westinghouse El ormerly 
tric Supply Company in Chicago. In Eng “lectric 
land as managing director of Apex Va ting s¢ 
tric Company, Ltd, Mr. LeVee w: Or mville. 


forced by declaration of war in Septen- ho has 


ber, 1939 to return to the United States take u 
With his offices in London, Mr. LeVet S. A 
was in charge of all company activit Willar 
on the continent and throughout the Brit- 13, be 
ish Empire. On his return to the United §strict 

States he was employed by the Westing- J-torge ( 
house Electric and Manufacturing Com- Jieved o 
pany at Mansfield, Ohio prior to his ent ne: 
signment to the Supply Company in \ctive 


Chicago. lent of 


Before sailing for England in 1936, Trad 

LeVee was sales manager of the Ap-x § the s: 

Electric Mfg. Company, with offices 1 ais  ¢ 
Cleveland. 4), 
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Eureka 
pointment of Frank L. Pierce, 
ly known in the engineering pro- 


ym, as chief engineer of the Eureka 
ium Cleaner Company was an- 
ced today by Henry W. Burritt, 
oresident. Pierce will assume immediate 
urge of all the company’s engineering, 
ncluding that on war products, to which 
: Eureka is devoting all of its facilities at 
. nt, Burritt said. 
erce comes to Eureka from the 
rican Machine & Foundry Company 
New York, where he was director of 
irch. A graduate of the University 
Michigan, he entered the engineering 


‘ 





FRANK L. PIERCE 





eld with General Motors in 1926 in the 


corporation’s research laboratory. From 
30 to 1939 he was with the Hoover 
mpany, North Canton, Ohio, as re- 


arch and designing engineer and chief 
roduct engineer 


RCA 


Dr. Charles Byron Jolliffe, assistant 
the president of the Radio Corporation 








-? America, and chief engineer of RCA 
re iboratories, has been appointed vice 
hine resident and chief engineer of RCA 
ca anufacturing Company, Camden, N. J., 
= rding to a joint announcement made 
fo day by G. K. Throckmorton, chairman 
| the executive committee and Robert 
Sh annon, presi lent of RCAM, 
C. B. JOLLIFFE 
ising Graybar 
yeTa é 
Effective August 1, W. W. Castleberry, 


ndise 
THe rmerly service supervisor at Graybar 
-lectric Co.’s Miami office, was appointed 
: acting service manager at Graybar-Jack- 
was M%nville. He replaces A. W. Palin, Jr., 
1 » has been granted a leave of absence 
take up active duty as a Captain in the 
S. Army Air Corps. 
Willard E. Henges, with Graybar since 








Brit 13, became St. Louis-Graybar’s new 
nited @\strict manager recently. He replaced 
ti ge Corrao, who has asked to be re- 
¥ ed of active duty subject to retire- 
5 ent next year. 
y in \ctive in association work, he is pres 
ent of the St. Louis Electrical Board 
Trade. He also served as president 


Apes the sales manager division of the St. 
Ps il us Chamber of Commerce during 
40, 


New Westinghouse Lighting 
Activity 


EAST PITTSBUGRH, PA.—Applica- 
tion of recently developed light sources 
to the expanding lighting needs of the 
nation will be studied by a new engineer- 
ing department of the Westinghouse 


Lamp Division and will be headed by 


D. W. Atwater, former manager of com- 
mercial engineering. 

The new organization, to be known as 
the illuminating engineering department, 
will plan for post-war as well as pres- 
ent-day expansion in the use of fluores- 





cent, mercury vapor, and other light 
sources. 
D. W. ATWATER 
These new illuminants are already 


speeding production in war plants and 
reducing industrial accidents but to gear 
them to ‘most widespread use now and 
after the war, engineers will need new 
lighting practices and methods of plan- 
ning. 

Mr. Atwater has been manager of com- 
mercial engineering for the Lamp Divi- 
sion since 1934. 


Premier 


It was recently announced by R. B. 
Wilson, executive vice-president, Electric 
Vacuum Cleaner Co., Inc., Cleveland, 
Ohio, that R. W. Secrest, has been ap- 





pointed service manager to meet the 
war-time need of helping dealers make | 
R. W. SECREST 
money through servicing electric home 
appliances. 
Prior to his new appointment, Mr. 


Secrest was Cleveland Division manager 
for Premier. Previously he was Detroit 


Division manager, to which assignment | 


he went after various factory responsi- | 


bilities, having been originally employed 
by the Electric Vacuum Cleaner Co., Inc., 
as a timekeeper in 1913. 


Hoover 


It is announced by The Hoover Com- 
pany, North Canton, Ohio, that Mr. 
C. B. Colston, chairman of Hoover 
Limited, The British Hoover Company, 
has been named to assist Minister of 
Production Lyttleton as the Ministry of 
Production Regional Controller for the 
London and Southeast Region in all-out 
coordination of British war production 
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“Sure we re 


right up to here! 





in it... 


rh) 


® Like everyone else in our line of business, we're working for 


Uncle Sam. We’re making materials for war 


making them 


with the same skill and precision that set our electrical appliances 


apart from the field. 


We'll be back when it’s over. We'll be seeing you again. And in 


the meantime, we’re keeping our repair service departments going. 


Although war requirements limit manufacturing, we are supply- 


ing dealers with most parts, and 


appliances we have made. 


servicing the majority of the 


We aim to take care of the appliances you sold your customers 


. . . giving them the attention you promised they would get. Send 


your repairs to us, or to any of our 
Man- 


ning-Bowman’s national reputation 


authorized service stations. 


for fine craftsmanship will be up- 
held in every service job. 
MANNING, 


BOW MAN & ( 


Manning 


Means Best 
Owman 


O.; MERIDEN, CONN 
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VACUUM CLEANER SERVICE PROGRAM 


Now 


you can profit from the increased demand for certified Vacuum 


Cleaner servicing with genuine UNIVERSAL factory parts. UNIVERSAL’S 
Cleaner Service Program offers a choice of three separate packages, tailor- 


made to your requirements. 


Start building your service business today. 


Keep ’em working with this flexible program. 


PACKAGE "0. 695 


















FREE PROMOTIONAL MATERIAL 
includes newspaper mats, colored identification 
decals and franchise certificates for dealers 


For the small dealer or one just entering the serv- 
icing field, this package provides belts, brushes, 
brush clips and switch—parts requiring little dealer 
installation and most frequently used in a minimum 
service operation, 


Dealer's Cost $4.52 


Total Retail Value $6.95 


Sixty-nine units of eleven different parts make this 
package an adequate yet economical supply for most 
dealers. It includes belts, brushes, wheels, switches, 
filters, gaskets and other items which require little 
dealer installation. 


Dealer's Cost $12.95 


Total Retail Value $19.95 


For dealers who have proper equipment and man 
power for the complete rebuilding and servicing of 
UNIVERSAL Cleaners, we offer this Master Sales 
and Service Package. It contains 257 units of 63 
different genuine factory parts and establishes a 
stock which will take care of an extensive servicing 


activity. 
Dealer's Cost $103.19 


Total Retail Value $158.75 











E. B. Latham Company, Newark, N. J. J. A. White Dist. Co., Grand Rapids, Mich. 
E. B. Latham Company, New York, N. Y. J. A. Williams Co., Pittsburgh, Pa. 
Major Appli Inc., Jock ile, Fia. Wayne Hdwe. Co., Ft. Wayne, Ind. 
Pearsal Appliance Corp., Cleveland, Ohio Clean-Rite Vac. Stores, Washington, D. C. 


Shadbolt & Boyd, Milwaukee, Wis. Edwards & Walker Co., Portland, Maine 
Stern & Compeny, Hartford, Conn. Harold E. Saper Co., Chicago, Ill. 
Tarbell-Watters Co., Springfield, Mass. John B. Varick Co., Manchester, N. H. 
Treacy & Company, Providence, R. I. Supplee Biddle Hdwe. Co., Philadelphia, Pa. 


Stark's Vacuum Cleaner Sales & Service, Portiond, Ore. 
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With no merchandise to sell, Hotpoint last 
month brought its ten district managers to 
Chicago, showed them how its manufactur- 
ing facilities are devoted 100% to war 
production. 

The Hotpoint field organization, under 
the guidance of board chairman Geo. A. 
Magnes aca A. D. Byler, vice presi- 


Hotpoint District Managers See War Production 
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Donald N 


dent R. W. Turnbull, general sales manager a 
G. H. Smith, and advertising manager W id ro 
A. Grove, paused for the accompanying ‘Chief e 
photo on a tour of the company's Chicago B nade by 
plants where they were given a first hand Mf stration 
glimpse of an electrical organization con. an actual 
verted from making home conveniences tog 0oking i 
the manufacture of war materials. — fi 
ned tor § 





Dexter National 
Ad Campaign 


FAIRFIELD, [OWA—Despite the 
that the Dexter Co., Fairfield, Iowa, is 
engaged in full time war work, it is con- 
tinuing to push its product to the public. 
Through Weston-Barnett, its advertising 
agency, a campaign is now being released 
| in trade papers and in the Saturday Eve- 
ning Post, Better Homes and Gardens, 
Country Gentlemen and Successful Farm- 


fact 


ing. The story will be woven around the 
“Twin Tub” machine and Dexter’s plans 
|} when peace returns. 


The sales promotion department is cre- 
| ating ideas to help Dexter dealers in their 
war time problems, A line of dealer helps 
featuring repair and maintenance is being 

| prepared 


Zenith Publishes 
Tabloid 


CHICAGO—Another step in the fast 
moving campaign of — Radio Corpo- 
ration’s vice president J. Nance to keep 
the name of Zenith Jiealiy alive during 
| the war years was revealed in the release 
of a_ tabloid field newspaper appro- 
priately tagged the “Zenith Radiogran, 

|after Zenith’s exclusive tone color de- 
vice. The publication whose circulation 
\is expected to reach 25,000 is being dis- 
tributed to Zenith factory personnel, 
Zenith regional managers and all Zenith 


| distributors and_ dealers. The first 
monthly issue is now in the mails. 
| 

Non-Stop Washer 
FAIRFIELD, IA.—Locked in a steel 


cage at the plant of the Dexter Com- 
| pany, Fairfield, lowa, a stock model Dex- 
ter household washer is well into its 
fourth year of a non-stop endurance run 
which is being made with no halts for 
oiling, adjustments or repairs of any 
| kind. It is being operated with a 10 
| percent overload in the tub. 

The washer has been run for the equiv- 
alent of more than 275 years’ use in 
an average home. On this basis, it 
would have been more than 120 years 
old when George Washington was elect- 
|ed president of the United States. 


|New G-E Radio Tube Checkers 


SCHENECTADY—Two new radio tube 
checkers, one a portable model in a wood 
case with brown leatherette cover, the 
other a counter model enclosed in a metal 
case, grey in finish, have been announced 
by H. J. Mandernach of the Renewal 
| Tube Sales Section, General Electric 
| Radio, Television and Electronics De- 
partment, Bridgeport, Conn. They are 
available only on orders carrying at 
least an A-l-J preference rating. 
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Calcula 
study sho 


FTC Limits Sun Lamp Ad: 


er man | 
CHICAGO—Copywriters thinking of let-§ 845 kw! 
ting go with both barrels in their adver- [Myer cent. 
tising of the virtues of sun lamps should {J peak loac 
give pause to the order by the Federal fJto morni 
Trade Commission to the Ultra-Viole: {J more tha 
Products Inc., 5205 Santa Monica Blvd, {actor is 
Los Angeles. Its lamp “Life Lite” which {75 per ce! 
radiates ultra violet rays is intended for} Pre-wa 
use in the treatment of various ailments Army de: 
and diseases. Federal Trade orders dis-§§tems for | 
continuing any advertising of the devicefJin the Be 
as a sun lamp or that it affords benefits [Mtr is 40.6 
to the skin or general health comparable {24.2 per 
to those afforded by natural sunlight; Complete 
that it constitutes a cure or remedy or {J ooking, 
adequate treatment for barber’s itch, ring- possibl 
worm, athlete’s foot, eczema, psoriasis, or out distr’ 
erysipelas; that it possesses any thera-— Other 
peutic value in the treatment of asthma fJtation sh 
hay fever, bronchitis, colds, sinus trouble val is r 
or anemia; or that it builds up resistance MM electric, < 
to disease, has any tonic effect upon the MJ quire onl 
blood, or affords any stimulation to thefas gas a 
tissues of the skin in excess of such stim-§} The p 
ulation as may result from its irritating MJ direct re: 
effect. Other representations prohibited Conserva 
by the order are that the lamp quiets the MJ mer stat 
nerves, improves the general tone of the MJ wood ar 
body, induces sleep, relieves pain, $ more 
builds new tissues except insofar as its Mthan elec 
use may result in the production of Vita-Merowth « 
min D, Advertising must state that exces-HJ closed 
sive exposure to the lamp with respect tM iuture c: 


either Proximity or length of time ma 
result in injury to the user; that the lam; 
should not be used in cases of pellagr 
lupus erythematosus, or certain types 
eczema, and should never be used unles 
goggles are worn to protect the eyes. One 
statement: “Caution: Use only as di- 
rected” need be used, if the directions con- 
tain a warning to the same effect. 


Ne 




















Scrap Drive 
Westinghouse 


EAST PITTSBURGH—An extra five 
million pounds of metal, rubber and other 
war-needed materials were salvage 
within the last three months as a resutt 
of an intensive scrap drive by all divi- 
sions of the Westinghouse Electric and 
Manufacturing Company. This was in 
addition to routine collections made regu- 
larly in all Westinghouse divisions. Noth- 
ing was spared in the company’ s war on 
scrap—motors beyond repair, old metal 


parts, paper weights and an old trans 
former tank were among the items 10 
cluded. 

Philco 


PHILADELPHIA—As part of the Hygra 
tion’s effort to conserve and reus« ae eee 
possible war materials, 120 carload t | 
4,800,000 pounds of steel turnings tel oe 
been salvaged in Philco’s plants it reflectin 
first- six months of 1942, it was ang lhe dev 
nounced tody by John Ballantyne, release 
president in charge of operations. other pr 


‘SRELEC: 





Electric Range Data 
Given on Army Camps 





WASHINGTON, D. C.—A detailed pre- 
sentation showing that electric cooking 
equires less critical materials, less fuel 
nd therefore less transportation than 
ther forms of cooking has been pre- 
ented to the Army and other Govern- 
nent War agencies in an effort to induce 
ve War Department to reverse its re- 
ent ban on cooking electrically in new 
jlitary posts. 

The analysis was prepared by the Edi- 
son General Electric Appliance Co., Inc. 
It has been submitted to WPB Chairman 
Donald Nelson, Lt. Gen. Brehon Somer- 

ll, chief of the Army’s Services of Sup- 


9° @ iv. Transportation Director Joseph East- 
j W man, and others. 

hying Chief exhibit is an independent study 
cago made by the Bonneville Power Admin- 
hand Mistration showing that, on the basis of 
con- Man actual Army camp experience, electric 
»s to cooking improves load factor within the 


emand factor which the Army has speci- 
ed for sizing electrical facilities. 
Calculated for a 35.000-man camp, the 
Adsii study shows that 1.840 kwh. is required 
er man per day for lighting and power, 
f let- 0845 kwh. more for cooking, nearly 50 
lver-Moer cent. Because of diversity, however, 


1ould peak load—which shifts from afternoon 
derail #10 morning—is increased only a little 
‘iolet | more than one-fifth, and the overall load 
sIvd, MB factor is improved from 63.5 per cent to 
vhich #75 per cent. 

1 for Pre-war published data showed that the 
nents Army designed its camp distribution sys- 
dis- tems for a 60 per cent demand factor, yet 
evice Jin the Bonneville study the demand fac- 
nefits tor is 40.9 per cent for lighting and power, 
rable 24.2 per cent after addition of cooking. 
ight: Completely aside from the question of 
ly orf cooking, this phase of the study indicates 
ring possible saving in materials in laying 
iS, Or out distribution systems. 

here Other exhibits in the company presen- 
thma, # tation show that nearly 10 times as much 
mtble. coal is required for coal cooking as for 
tance Melectric, and that electrical appliances re- 
1 tl uire only one-half as much critical metal 
) thefas gas and one-third as much as oil. 
stim-@ The presentation was prepared as a 
ating @ direct result of a letter written by a WPB 
bite ‘onservation Division official last sum- 
s tl er stating that “we agree that coal, 
t t vood and gas fire cooking equipment 
, s more economical to strategic materials 


ian electric cooking.” It was as an out- 
rowth of this statement that the Army 
losed the door to electric cooking in 
ture camp construction. 











Non-Metal Reflector 


Hygrade Sylvania production line carries 
‘ew non-metal reflectors through infra-red 
oven which bakes the synthetic enamel 
teflecting surface at a high temperature. 
The development of this new reflector will 
release substantial quantities of steel for 
other production uses. 








ONE ELECTRIC APPLIANCE COMPANY’S ADVERTISING 
IN THE CLASSIFIED DIRECTORY ATTRACTS MANY PROSPECTS 





























C] This man wants a This man wants to BUY 
washer SERVICED a wringer roll 


This man wants a 
REBUILT washer 


























[] This man wants to This man wants to BUY 
BUY A USED washer a motor for his washer 

















This man wants to RENT 
a washer 


Check how many 


would be 


prospects for you 


“You get out of it what you put into it,” 
reasons the Broadway Thor Shop. That’s why 
they give so much point-of-sale information 
in their Classified Telephone Directory 
advertising. 


Many concerns, too, arrange for advertising 
under those headings in the Classified where 
prospects would be likely to look for a given 
product, such as: “Radios,” “Fans,” “Refrig- 


erators.” 


A Directory Representative can advise you 
how to plan your advertising to attract more 
business. Reach him by calling the #’, 
telephone company business office. 
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We believe that Americans would rather have 


the truth — unvarnished! 


Crucial battles will be lost, lives needlessly 
sacrificed, unless our men and the men of our 
allies get enough tanks, guns, shells, ships and 


combat cars to win. 


These weapons are made largely of steel. To 
produce this new steel, scrap iron and pig iron 
must be melted together half and half in open- 
hearth furnaces. Because scrap iron has already 
been refined, it cuts down production time — 


priceless to America today. 


This year steel mills must have six million 
additional tons of scrap—or many furnaces 
must shut down, produce no war steel. What 


can you do? 


PLENTY! 


Search your place for useless traded-in wash- 
ing machines, ranges, refrigerators, irons and 
other outmoded equipment. On your increas- 
ing service trips to repair home appliances and 
radio receivers, you'll see a lot more scrap. 


Every ounce is needed to shorten the war. 





When you have a job requiring your truck, 
offer to haul back any scrap you see. Tell your 
customers you'll turn it over to the local Salvage 
Committee or to a junk dealer for them. (All 
steel scrap collected will be purchased by the 
steel industry at prices set by the Government.) 


BACK UP OUR FIGHTING MEN 


Make no mistake about it: This country must 
go all out for war. Your son, brother, other 
relative or friend may be in the Service now. 
Many, many more from each community will 


soon be called. 


The least you can do is to give them the 
equipment they must have to win. 


Will you? Every minute is precious. Get in the 
scrap and get it in fast! The American Rolling 
Mill Company, 2831 Curtis St., Middletown, O. 





THIS ADVERTISEMENT IS IN SUPPORT OF THE SALVAGE PROGRAM OF THE 
CONSERVATION DIVISION OF THE WAR PRODUCTION BOARD 
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NEW 
MERCHANDISE 





LITESAVER Glass Reflector 
Litesaver Co., Stirling, N. J. 


Device: New-type all-glass mirror re. 
fiector; when installed becomes i 
lining for any type porcelain refi 


tor: increases lighting efficiency 


working levels and reduces current 


consumption; easy to install; 2 siz 
to fit standard porcelain reflect 
ranging from 10 to 18 in. diam 

Price: $1.50 for smaller size; $1.75 { 
larger size. Electrical Mercha 
ing, October, 1942. 





SYLVANIA Blackout Lamp 


Sylvania Electric Products Inc., Lighting Div. 


Salem, Mass. 


Device: Blackout lamp designed to p: 
vide quick, easy method of supplyi 
sufficient illumination for ease 
movement during blackouts. 


Selling Features: A-15 type bulb, coat 


ed black except for 1l-in. aperture 

bulb end which emits an orange-! 
light; 14 watt filament; available 

2 voltage ranges: 115-125 volts a1 
30-34 volts: marked “Indoor Blac 
out—War Dept. Standard 12542 
lamp must be used according to 

structions established by War Di 

imprinted on small wrapper accon 
panying each lamp, and is availa! 
only on a priority rating better t! 
\-2.—Electrical Merchandising, O 
tober, 1942. 





CINDERELLA Step-Stools 


Moto-Home Products Div., Tennessee 


Valley Associated Marketers, 117 Ninth 


Ave., Nashville, Tenn. 


Models: 200, deluxe step-stool 


curvex seat softly padded and whit 


beauty welt, 2 steps, and model ! 


standard with plain Fabrikoid 

ered seat, 2 steps in matching c: 
substantially made of hardwood, 
ished in white “Liquid Plastic” 
Beauty, red, blue or black tri 
Electrical Merchandising, Oct 
1942. 
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NEW LITERATURE To serve your Customers...and 


Zenith 
artime Radio Care” is the title of the 
new 32-page, 2-color booklet brought out 
bj Zenith Radio Corp. It tells of the 


ny things that can happen to a radio, 
| builds up a realization in the con- 
mer’s mind that expert service is im- 
rtant to continued satisfactory opera- 
jon of a radio. It also includes a com- 
plete foreign and American short wave 
station li and a world time map. 


row es 


listing 


a 
\ new consumer booklet entitled “Tips 
m Fuel Conservation” has just been 


published by the air 
commercial refrigeration department of 
the General Electric Co. 

The booklet is written for all house- 
holders regardless of the type of heat- 
ing equipment they have and should be 
ff particular value in those parts of the 
ountry where fuel will be rationed or 
difficult to obtain. The fuel-saving facts 
are presented: in three sections—first sec- 
tion on heat generally, covering 
weather stripping, storm sash, insulation 
and other means of reducing heat loss; 
the second section deals with heating 
equipment and heating systems. 

An additional section at the end of the 
book acquaints owners of G-E automatic 
vil heating equipment with the functions 
und features of their units. The booklet 
has 40 pages, is tabbed and indexed for 
easy reference. Copies are being dis- 
tributed by General Electric: distributors 
and dealers 


conditioning and 


loss 


Sylvania 


\ new fluorescent lighting fixture cata- 
log is being offered by Sylvania Electric 
Products Inc., (formerly Hygrade Syl- 
vania) Ipswich, Mass. Designed to sim- 
plify the prospect’s problems of selecting 
roper types and quantities of fixtures, 


t illustrates over 30 models, com- 
plete with technical specifications. A list 
f Recommended Minimum Standards 


{ Illumination, information on how to 
plan a fluorescent installation, pictures of 
actual applications, and general engi- 
neering and maintenance information is 
also included. 


- 
Westinghouse 
A new simplified guide to better meal 
planning entitled “The ABC’s of Eat- 


ng for Health” has just been prepared 
by Mrs. Julia Kiene, head of the Home 
Economics Institute at Westinghouse. 
Prepared for America’s “army in aprons” 
this 16-page booklet stresses the impor- 
tance of health to a strong America, the 
relation of food to good health—and tells 
what to do about it. It contains a list 
of daily food requirements based on gov- 
ernment recommendations and a blue- 
print for planning meals. 

Copies are available from Westinghouse 
appliance dealers throughout the coun- 
try or from the Mansfield, Ohio, office. It 
carries the acceptance seal of the Coun- 
cil on Foods of the American Medical 
Association, and has been reviewed by 
the National Livestock and Meat Board 
and the American Meat Institute. 


Lau Blower 


The Lau Blower Co., Dayton, O., has 
issued a complete new 12-page catalog 
on general purpose single inlet blowers 
for supplying air or for exhausting pur- 
poses. 
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| goes without saying that we at EASY are in 
the war—all the way! We're shipping war 
goods at a mounting rate from a plant expanded 
to double its peacetime production capacity. 


But we haven't forgotten our other great re- 
sponsibility—to tn 2,000,000 EASY owners, 
your customers and ours, who look to you and 
tous for advice and help in keeping their home 
laundry equipment working efficiently for the 
duration. 


FIRST—with a greatly expanded planning, pro- 
duction, field training and expediting staff, we 
are moving heaven and earth to keep an adequate 
supply of vital repair parts moving to our dealers 
and field service depots. 


SECOND—through advertising in national maga- 
zines, we are telling EASY owners how to pre- 
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ours! 


vent breakdowns and where to go for reliable 
repairs. The ad below, appearing in the October 
17th Saturday Evening Post, is the opening gun 
in this campaign. It tells how to care for the 
washer in the home, how to get dependable 
service from the Certified EASY Dealer. 


But it does more than that. By keeping EASY 
owners happy, by keeping the EASY name fore- 
most in the public mind, we’re making sure your 
EASY franchise will remain the most valuable 
in the industry! 





Be ready to make the most of this EASY advertis- 
ing. Write today for information on EASY’S 
Wartime Service Plan and on the Certified 
Service Dealer Emblem 


Address Department M-10 Easy Washing 
Machine Corporation, Syracuse, New York. 










LOOK FOR THIS AD! 


It will appear in the 
Saturday Evening Post, 
October 17th issue. 
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FOR DISTINGUISHED SERVICE! 
EASY advertising is making 
this emblem an important sym- 
bol to America’s washer own- 
ers. They are learning to look 
for it as a guide to skilled 
reliable, ‘certified’ service. 
Write for details on how to 
get your own EASY “Certified 
Service’’ emblem. 


smn macnine conrors 
sreacust at 


cast WA 








EASY WASHING MACHINE CORP., SYRACUSE, N. Y. 


1942 
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How to Keep ’em 





Toasting 


Sx Good as New! 








Ww N toasters become run-down 
through use or abuse, the customer 

usually makes a bee-line for your door. 

And asks what you can do about it. 


to you and welcome to your customer. 

Proctor Authorized Service actually 
saves you money, relieves you of ser- 
vice details and responsibilities, and 
eliminates parts inventory worries. 
Team up with a nearby Proctor Author- 
ized Service Station today. 

Proctor Electric Co., Sales Division, 
Proctor & Schwartz, Inc., 3rd Street & 
Hunting Park Avenue, Philadelphia, 
Pennsylvania... Established 1883. 
Fn 


If it's a Proctor Toaster, you can do 
plenty ...and quickly! One of the near- 
by authorized Proctor Service Stations 
will be glad to work closely with you, 
at all times, supplying genuine Proctor 
parts and prompt, skilled, factory-su- 
pervised service on a basis profitable 
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Buried Treasure in 
Surplus Supplies 


ELIEF that many a small con- 
tractor has material in his posses- 
which he cannot make use of 
because of shortages in other items 
essential to its employment or lack of 
priority customers in his district, led 
E. F. Hauch of the Sierra Wholesale 
Electric Company of Fresno, Cali- 
fornia to suggest possible ways of real- 
izing on such hidden values in the 
inventory. He suggests that this 
“buried treasure,” passed along to some 
other dealer, many help to pay the 
taxes. 


sion 


His letter to contractors sug- 


gests: 


"Most of you have electrical construc- 
tion merchandise in your stocks that you 
neither need nor want in order to carry 
on such business as you can do. That 
merchandise can well be buried treas- 
ure for you, because perhaps the fellow 
in the next town can use it. My plan is 
to let him know you have it, what condi- 
tion it is in and what you want for it. 
We will not enter into any transaction 
that results. Just remember us when you 
have priority business to place and re- 
member, too, that we are going to be 
here when this emergency ends.” 


A form questionnaire was sent to 
contractors throughout the valley ask- 
ing them to list the quantity, descrip- 
tion, condition, original cost and price 
wanted for any such surplus materials 
they might have on hand. The Sierra 
Wholesale Electric then assembled the 
information and sent a master copy to 
possible purchasers. 


Have Plenty of Lines, 
Portland Partners Say 


HE Montgomery Electric Com- 
pany of Portland, Oregon has 
fortified itself for the emergency by 
spreading out into a great many lines. 





R. A. MONTGOMERY 


R, A. Montgomery and his partner, 
G. H. Card, besides wiring, sell appli- 
ances, household fixtures and floor 
lamps. The firm also goes after store 
and office lighting, flood lighting, 
theater control, industrial and factory 
lighting. It has designed a shielded 
fluorescent fixture of its own. Doctors 
and dentists are approached for special 
lighting problems. Contact along one 


| of these lines frequently leads to busi- 


ness in another, as, for instance, when 
one of the doctors, approached about 
special lighting for his offices, called 
upon the company to install a dish- 
washer in his home, with a special 
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lighting job overhead to permit careiul 
inspection of the food in preparation. 
The firm next installed rebuilt cabi- 
nets in his kitchen, then steel cabinets, 
then sold him a new range and ended 
by making the sale one of a complcte 
kitchen, provided it could be installed 
in a week. It was. 





6. H. CARD 


Besides the compact and well lighted 
main store, there is adequate basement 
space for warehousing and shop, which 
covers nearly a quarter of a block. 
It is carefully departmentalized for 
ease of access and regular maintenance 
of inventory. The stock is as diverse 
as the service which this company 
performs. 


Buffalo Utility 
Issues Diet Book 


sé EALTHY AMERICANS,” a 

book of nutrition suggestions, 
designed to bolster America’s second 
line of defense—the home—is now 
available to the army of homemakers 
in Buffalo and western New York 
whose chief objective now becomes 
the building of strong and healthy 
bodies for a United victory. First such 
nutritional guide to be published lo- 
cally since entry of the United States 
into the war, the book has been writ- 
ten by Margaret E. Bicknell, Home 
Service Director of Niagara Hudson 
System companies in western New 
York. It tells in simple, understand- 
able language the importance of care- 
ful planning, marketing, storing and 
cooking of foods to retain and preserve 
all their essential values and offers 
suggestions for spending food dollars 
wisely and well. 

“Healthy Americans” aims at pro- 
viding a yardstick of good nutrition by 
suggesting minimum amounts and 
varieties of foods essential to adequate 
basic diets. 

Pointing out that many vital food 
nutrients are lost through faulty stor- 
age, improper cooking or careless 
waste, “Healthy Americans” exhorts 
homemakers to “feed the family well 
but starve the garbage can.” 

Likening the human machine to an 
automobile, the book _ illustrates 
through simple analogy that carboly- 
drates and fats are the gasoline for the 
human motor; vitamins and minerals 
the spark plugs; and proteins the 
mechanism itself. Similarly, oils lubri 
cate the workings of a human and 
water cools and regulates his tempera- 
ture. By supplying the human machine 
with proper fuel, through nutrition 
ally-balanced meals, resulting higher 
efficiency will better enable American 
to do their part in defense. 


w 
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id’ A Short Course in | 
ii | Carpet Sweeper Selling | 


“NRAND daddy of all cleaners is 
(; the carpet sweeper which is mak- 
ing its appearance these days on elec- 
trical dealers’ floors. According to 
P. J. Daniels, an authority on the sub- 
ject, its history dates back 70 years. 

Like the flat iron and the electric 
light bulb, Mr. Daniels points out the 
carpet sweeper has won a place as a 
standard accepted household utility 
item and is an all-season seller. 

A carpet sweeper, a length of carpet 
and a few scraps of paper are all that 
are needed to make a good presenta- 


tion. 
Making a Demonstration 
Toss out paper scraps and turn the 


sek carpet sweeper over to your prospect 
and let her run it back a time or two 


for 7 

Be sure to show her how to set it to 
nce : Re 
rse @ BIE a positive brush adjustment that 
ie will suit the thickness of the rug the 


sweeper is going over. 

Appreciated by the housewife is the 
ease with which a carpet sweeper can 
be put into action for hurried brush- 
ups after meals or when ashes are 
dropped on the floor. In fact, any 
a surface litter is quickly brushed away. 
ons, § Because so much of the household lit- 
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> was sold as a standard package deal in facturing Company, Detroit, Michigan. 
ae combination with a vacuum cleaner. 
Each had its own job to do and to- 


gether they formed a “natural.” 
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W/ HEN toasters become run-down 
through use or abuse, the customer 

usually makes a bee-line for your door. 

And asks what you can do about it. 

If it’s a Proctor Toaster, you can do 
plenty ...and quickly! One of the near- 
by authorized Proctor Service Stations 
will be glad to work closely with you, 
at all times, supplying genuine Proctor 
parts and prompt, skilled, factory-su- 
pervised service on a basis profitable 
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How to Keep ’em 





Toasting 





~ Good as New! 





to you and welcome to your customer. 

Proctor Authorized Service actually 
saves you money, relieves you of ser- 
vice details and responsibilities, and 
eliminates parts inventory worries. 
Team up with a nearby Proctor Author- 
ized Service Station today. 

Proctor Electric Co., Sales Division, 
Proctor & Schwartz, Inc., 3rd Street & 
Hunting Park Avenue, Philadelphia, 
Pennsylvania... Established 1883. 

















Buried Treasure in 
Surplus Supplies 


ELIEF that many a small con- 
tractor has material in his posses- 
which he cannot make use of 
because of shortages in other items 
essential to its employment or lack of 
priority customers in his district, led 
E. F. Hauch of the Sierra Wholesale 
Electric Company of Fresno, Cali- 
fornia to suggest possible ways of real- 


sion 


izing on such hidden values in the 
inventory. He suggests that this 


“buried treasure,” passed along to some 
other dealer, many help to pay the 
taxes. 
gests: 


His letter to contractors sug- 


“Most of you have electrical construc- 
tion merchandise in your stocks that you 
neither need nor want in order to carry 
on such business as you can do. That 
merchandise can well be buried treas- 
ure for you, because perhaps the fellow 
in the next town can use it. My plan is 
to let him know you have it, what condi- 
tion it is in and what you want for it. 
We will not enter into any transaction 
that results. Just remember us when you 
have priority business to place and re- 
member, too, that we are going to be 
here when this emergency ends.” 


A form questionnaire was sent to 
contractors throughout the valley ask- 
ing them to list the quantity, descrip- 
tion, condition, original cost and price 
wanted for any such surplus materials 
they might have on hand. The Sierra 
Wholesale Electric then assembled the 
information and sent a master copy to 
possible purchasers. 


Have Plenty of Lines, 
Portland Partners Say 


HE Montgomery Electric Com- 
pany of Portland, Oregon has 
fortified itself for the emergency by 
spreading out into a great many lines. 





R. A. MONTGOMERY 


R. A. Montgomery and his partner, 
G. H. Card, besides wiring, sell appli- 


ances, household fixtures and floor 
lamps. The firm also goes after store 
and office lighting, flood lighting, 


theater control, industrial and factory 
lighting. It has designed a shielded 
fluorescent fixture of its own. Doctors 
and dentists are approached for special 
lighting problems. Contact along one 


| of these lines frequently leads to busi- 


ness in another, as, for instance, when 
one of the doctors, approached about 
special lighting for his offices, called 
upon the company to install a dish- 
washer in his home, with a special 
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lighting job overhead to permit careful 
inspection of the food in preparation. 
The firm next installed rebuilt cabi- 
nets in his kitchen, then steel cabinets, 
then sold him a new range and ended 
by making the sale one of a complete 
kitchen, provided it could be installed 
in a week. It was. 





6. H. CARD 


Besides the compact and well lighted 
main store, there is adequate basement 
space for warehousing and shop, which 
covers nearly a quarter of a block. 
It is carefully departmentalized for 
ease of access and regular maintenance 
of inventory. The stock is as diverse 
as the service which this company 
performs. 


Buffalo Utility 
Issues Diet Book 


6s EALTHY AMERICANS,” a 

book of nutrition suggestions, 
designed to bolster America’s second 
line of defense—the home—is now 
available to the army of homemakers 
in Buffalo and western New York 
whose chief objective now becomes 
the building of strong and healthy 
bodies for a United victory. First such 
nutritional guide to be published lo- 
cally since entry of the United States 
into the war, the book has been writ- 
ten by Margaret E. Bicknell, Home 
Service Director of Niagara Hudson 
System companies in western New 
York. It tells in simple, understand- 
able language the importance of care- 
ful planning, marketing, storing and 
cooking of foods to retain and preserve 
all their essential values and offers 
suggestions for spending food dollars 
wisely and well. 

“Healthy Americans” aims at pro- 
viding a yardstick of good nutrition by 
suggesting minimum amounts and 
varieties of foods essential to adequate 
basic diets. 

Pointing out that many vital food 
nutrients are lost through faulty stor- 
age, improper cooking or careless 
waste, “Healthy Americans” exhorts 
homemakers to “feed the family well 
but starve the garbage can.” 

Likening the human machine to an 
automobile, the book _ illustrates 
through simple analogy that carbohy- 
drates and fats are the gasoline for the 
human motor; vitamins and minerals 
the spark plugs; and proteins the 
mechanism itself. Similarly, oils lubr 
cate the workings of a human andé 
water cools and regulates his tempera- 
ture. By supplying the human mach:ne 
with proper fuel, through nutrition- 
ally-balanced meals, resulting higher 
efficiency will better enable Americans 
to do their part in defense. 
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A Short Course in 
Carpet Sweeper Selling 


“SRAND daddy of all cleaners is 
(, the carpet sweeper which is mak- 
ing its appearance these days on elec- 
rical dealers’ floors. According to 
P. J. Daniels, an authority on the sub- 
ect, its history dates back 70 years. 

Like the flat iron and the electric 
light bulb, Mr. Daniels points out the 
carpet sweeper has won a place as a 
standard accepted household utility 
item and is an all-season seller. 

A carpet sweeper, a length of carpet 
and a few scraps of paper are all that 
are needed to make a good presenta- 
tion. 


-* 


Making a Demonstration 


Toss out paper scraps and turn the 
carpet sweeper over to your prospect 
and let her run it back a time or two 
Be sure to show her how to set it to 
give a positive brush adjustment that 
will suit the thickness of the rug the 
sweeper is going over. 

Appreciated by the housewife is the 
ease with which a carpet sweeper can 
be put into action for hurried brush- 
ups after meals or when ashes are 
dropped on the floor. In fact, any 
surface litter is quickly brushed away. 
Because so much of the household lit- 
ter occurs in spots, this is an important 
angle with women. 

“The majority of hotels,” says Mr. 
Daniels, “have a carpet sweeper set 
up for each maid in her daily room 
cleaning. Being light, easily trans- 
ported and easily tucked away, it has 
angles that are easy to present and 
understand.” 

Because the brush must spin to slip 
the dirt into the pan the sweeper 
should be used with as little pressure 
on the handle as possible. This light, 
easy running appeals to any woman 
who puts her hands on the handle. 

Welcome advice to the prospect is 
the fact that the sweeper should be 
first emptied before putting away. If 
desired it may be hung or rested on 
edge but not before emptying. Empty- 
ing the sweeper will also prevent breed- 
ing of moths or germs in the dirt. 


New Improvements 


Years of refinement have given dif- 
ferent brands of carpet sweepers spe- 
cialized improvements which are also 
talking points. The age, too, of the 
industry has developed manufacturers 
who are thoroughly sound and reliable. 

“There is no conflict between the 
carpet sweeper and the vacuum clean- 
er,” declares P. J. Daniels of the E. R. 
Wagner Mfg. Company. “In fact, 1 
always advise customers to ‘use your 
carpet sweeper daily and your vacuum 
cleaner weekly.’ ”’ 

In showing the appliance it may be 
interesting to your prospects to know 
that at one time the carpet sweeper 
was sold as a standard package deal in 
combination with a vacuum cleaner. 
Each had its own job to ‘do and to- 
gether they formed a “natural.” 





From the grinding sands of Libya, to 
the bogs of Russia, our tanks are 
tops. ... In the manufacture of these 
tanks, Chromel plays some sort of 
role—maybe as a little resistor unit. 
Chromel, the original nickel-chro- 
mium resistor, is doing its bit on many 
fronts. But we'd rather have you think 
of Chromel as the wire that first 
made electric heating devices depend- 
able. That was 35 years ago. When 
victory’s won, Chromel heating 
element wire will again be available 
for your market... . Hoskins Manu- 
facturing Company, Detroit, Michigan. 
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SAID THE WATER HEATER TO THE VICTORY SHIP, 


“Say, you sure take 


a lot of 


“J'd just begun a bright career 
When war hit U.S.A. last year 
Now I'm marooned for lack of steel — 
It goes to you for plates and keel 
A thousand tons is nought to you 










A hundred pounds would see me through 





steel!” 




















The Ship said, “Bud, just read the news. 
Get wise and change your wartime views. 
It takes great fleets of ships like me 
To move the loads of Victory. 
So be content till peace is here 


ap Then carry on your bright career!” 


STEEL'S JOB... Today and Tomorrow 


UILDING Victory 
one of Steel’s biggest war jobs 

. calling for over 20,000,000 tons 
by the end of 1943. And approxi- 
mately one-third of the steel for 


ships is 


this gigantic cargo fleet must come 
from the mills of United States 
Steel. This may give you some 
idea of the total war assignment 
we have undertaken. It explains 
why so little metal ig available to 
make the things you sell. 
Although we can’t make steel 
for home equipment, we have no 
intention of letting this market 


A GOOD WAY to keep your customer 
relations sweet is to distribute reprints 
of U-S’S advertisements. People are 
glad to get this practical information on 
home equipment conservation. We'll 
send reprints free, of course, if you 
want them. 


die of neglect. We’re continuing to 
use our national advertising to 
keep American people wanting the 
extra value steel equipment brings 
to their homes. And we’re not let- 
ting them forget that the U-S-S 
label is a dependable guide to 
quality. Our advertisements in the 
Saturday Evening Post and other 
popular magazines get readership 
now because they help people take 
care of the steel things thev’re 
lucky enough to have. And they 
urge customers to plan for future 
purchases in the “War Bond way.” 








CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 


COLUMBIA STEEL COMPANY, San 


TENNESSEE COAL, 


United States Steel Expor 
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Francisco 


IRON & RAILROAD COMPANY, Birmingham 


t Company, New Y ork 





An Appliance Distributor Looks Ahead 








tor after victory then obviously he 
should prepare to liquidate very soon, 
or start planning to put his capital 
into another type of business. 


3 What about the plans for concen- 
tration of manufacturing of civilian 
goods, and concentration of distribu- 
tion and retailing? This is being dis- 
cussed by government officials and be- 
ing forecasted by news writers. It is 
well to recognize that concentration 
of distribution will be a natural evolu- 
tion whether by the laws of economics 
or the regulations of WPB. The dis- 
tributor who has weighed the facts and 
decided to stick it out should look 
around now in his own community and 
discuss with those competitors, who 
he feels will not survive, the possibil- 
ity of taking over their remaining 
stocks of merchandise and parts. He 
will have to offer a solution towards 
preserving the name and good will 
of his competitor for the duration. 
Tradenames and trade-marks are no 
longer important, in appliance mer- 
chandising, to the retailer or con- 
sumer. The name and good-will of the 
distributor is, however, important to 
him whether he closes up or sticks it 
out. 


Distributor Should Consider 
Dealer Problems 


The distributor who digs in to sur- 
vive should give much time and 
thought to the problems and future 
of his smaller dealers in addition to 
his own. He should study and recom- 
mend and perhaps assist in formulat- 
ing plans for the dealer’s reduction of 
overhead, pooling of service facilities, 
pooling of deliveries, and other inno- 
vations so some of them can stay in 
business also. This applies to the hard- 


ware, small furniture, and specialty 
stores. A distributor through trade 
magazines, manufacturer contacts, 


and his business acquaintances has a 
better opportunity to recognize trends 
as they apply to the appliance busi- 
ness. He should keep his retailers in- 
formed on these trends. 

The distributors who decide they 
are going to carry on will keep their 
losses down, if they reach out for 
new consumer goods lines. Some are 
being moderately successful with new 
lines such as ice refrigerators, black- 
out material, occasional furniture, 
glass cooking utensils, paints, floor 
coverings, etc. This not only helps keep 
the distributor’s losses at a minimum 
but helps his dealers survive. 


4 What effect will the Government 
control of the manpower have on the 
distributor’s business? According to 
public statements of Paul V. McNutt, 
there is to be allocation, by the gov- 
ernment, of necessary man power. 
The armed will have first 
call. The rest of us will be told what 
we are to do, where we are to work, 


services 
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if we are needed. The important thing 
will be: Is our rendering 
a service to the war effort? If not, 
are our employees needed in war pro. 
duction and essential industries? Can 
we replace these employees with non- 
essential workers and keep going? 
Every employer should study the draft 
status of his employees. We know 
that by 1943 nearly all 1-A’s will have 
entered the service, 1-B’s will hav 
been reclassified, and that a fairly 
large percentage of 3-A’s will be 
line to be called up. 


business 


Concentration of Manpower 
Foreseen 


If there is to be concentration o 
manufacturing and distribution, 
it logical that there will be concen 
tration of manpower? I forecast that 
within the next six months the manu- 
facturer owned electric supply organ 
izations will be asked by the govern- 
ment to reduce their branch business 
to one-half or maybe one-quarter of 
their present number—leaving only 
those considered essential. The reasor 
will be that the government needs the 


isn't 


manpower now used by these busi- 
nesses. 
It is also a reasonable conclusion 


that independent appliance distributors 
will be asked to concentrate and con- 
solidate among themselves to release 
needed manpower. It may be that 
shortage of manpower, and the draft, 
will bring this about before the gov- 
ernment puts on the pressure for 
action. 

It is important for the distributor 
to consider this manpower situation in 
any decision as to carrying through 
1943, 1944 and 1945. It is necessary 
for each distributor to ask himself: 
“Is my business contributing to the 
war effort?’ If it is, then serious 
consideration should be given to con- 
centration of distribution in many 
areas. If it isn’t, then one should con- 
sider whether the manpower problem 
will permit him to stay in business 
until after Victory. 





"It's just papier maché, Huston! Stop offer- 


ing the customers a bite!" 
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1eir basements. 

The mail order chains in Canton 
re behind on service but expect to 
ike care of all the units they have 
Id. 

The Moock Electric Supply, a dis- 
ributor, circularized its dealers re- 
ently saying that each one must be 
esponsible for his service, that Moock 
yuld only take care of its own sales. 

In the vacuum cleaner field, the 
ituation is okay, declares Fred Grohs- 
eyer, a veteran distributor range 
ilesman, who saw the handwriting on 
ie wall and opened a local repair shop 
ir cleaners and small appliances. He 
as waiting only for Apex belts and 
ving been wise enough to stock a 
lot of thermostats and other scarce 
tems, was doing nicely. 

The parts situation: The Ohio 
‘ower Company has a supply of parts 
for the appliances it cares for, but 
lealers are having trouble. Where 
lealers have dropped out Ohio Power 
takes the ranges and water heaters 
they have sold under its wing. 

The confusion is steadily growing 
worse, as 3,000 more families come in 
to Canton this winter to do war work. 
\s a result of out of order appliances, 
tempers grow short, and family stand- 
ards of sanitation and cleanliness de- 
cline. This, added to the poor living 
quarters in the jampacked town, com- 
plicates and darkens the Canton pic- 
ture. 

Sandusky, Ohio (pop. 24,622). 
This summer resort, kissed by Lake 
Erie breezes, is the home of a branch 
of Apex. The telephone directory 
lists three vacuum cleaner repair 
firms, two washer, and three re- 
frigerator. 

Due to the fact that most of these 
organizations are one-man _ outfits, 
Sandusky is just beginning to be 
raided of man power. The 18 men 
on the job has dwindled to four. Not 
all of them full time, however. 

Shortage of parts is making itself 
felt. Said Fritz, with Hill Supply, 
“There sits a rebuilt Maytag that only 
needs a sleeve to be complete, but boy, 
it’s been sitting there since July.” Hill 


Repairs at the Crossroads 
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Supply has 14 Maytags ready to re 
build, but cannot get parts, nor can 
it get them for 60 percent of its orders. 
As a result Hill won’t accept repair 
work on other makes. Likewise, 
M. C. Declinton does work only on 
ABC, Faultless and Easy. Other 


washers are said to have tough sled 
ding getting repairs. Ohio Public 
Service is well off in parts, having 
thoughtfully jumped its inventory 
from 2,500 to 5,000 dollars last year. 

Said P. L. Lecoy, who does most 
of the refrigerator and radio work, 
“You give me $3,000 and I'll turn 
this business over to you. I’m tired 
of the incessant heckling from women 
who want their stuff fixed. They 
blame me. A cook at the Hub restau- 
rant put an ice pick through the 
evaporator and due to my inability to 
replace it, two days food has been 
spoiled. I’m trying solder now. A 
local hospital with ‘a sulphur dioxide 
machine has been hollering for help 
for two weeks. Grunows can’t be re 
paired at all in Sandusky. I’ve been 
waiting for a hermetically sealed unit 
that I sent to Chicago June 6. I can’t 
even get replies to my telegrams. 

“Getting new expansion valves or 
tubing is impossible. One manufac 
turer is not even sending ont new 
parts, but second hand ones. The 
situation is worse on refrigeration 
than on radio, although tubes are hard 
to get and transformers scarce (inci- 
dentally, if critical metals are needed 
so badly, why can’t I get rid of these 
1,500 old tools?)” 

The rubber situation is making it- 
self felt in Sandusky, as elsewhere. 
seef of service men is that most of 
them use cars, are denied tires which 
they would get if they had trucks. 
One dealer waits until he has five calls 
in a given direction before he starts. 

What’s going to happen: Sandusky 
has 1,100 service calls a month. Say 
that one-fifth are nuisance, that leaves 
850 which are serious, generally a 
condition that would put an appliance 
out of commission. If service ceases, 
within a year or two a lot of the town’s 
appliances will be folded up. 





This service department is becoming just a pick-up depot. All work will be sent to a 
GE production line in Cleveland. It formerly was a beehive for Stark, Marble & Tile 


in Canton, Ohio. 
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YESTERDAY 


The dealer's sales clincher 
was that heating element 
will stand the strain of 
everyday use in the home 
because it’s made of 


NICHROME.’ 


TODAY 


NICHROME is in war work 
on ships, planes, tanks 


and in all fields of ACTION 





standing the strain of crit- 





ical use and constant abuse 






TOMORROW 


No peacetime service 
can be too strenuous for 


Ol & 


ATTTYIAS Vf. 


c 


NEW JERSEY 
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1S FOR TANKS 


roaring at top speed toward the world’s 


fighting fronts, to turn the tide—on time! 








1S FOR INDUSTRY 


operating around the clock to turn out 


more tanks, planes and ships—on_ time! 











1S FOR MEN 


working long, loyal hours at the machines 


that make the machines of war—on time! 











1S FOR ELECTRICITY 


turning the clocks that waken Men to work 
—clocks that control Industry’s production 
lines and measure America’s vital minutes 
more accurately than they have ever been 


) measured in war before! 











Telechion ELECTRIC CLOCKS 


ALL with the famous self-starting Telechron motor, sealed in oil 
for silence and long life. Warren Telechron Co., Ashland, Mass. 


| 


| 





PAGE 46 


| of quantity purchasing, 


Utilities Discover the 





Quiz Program 





arrived at by a careful reading of the 
folder, plus a little arithmetic. The 
ninth and tenth questions called for 
the expression of personal opinion and 
a statement of preference in the choice 
of an electrical appliance. 

There were 1,748 entries returned, 
a little more than 2.5 per cent. Con- 
sidering the fact that there was no 
advertising of the contest in the news- 
papers and just a few spot announce- 
ments over the radio toward the end 
of the contest, this was considered a 
good return. The answers showed evi- 
dence of careful study of the booklet, 
the replies to the first eight questions 
being correct in 93.23 per cent of the 
cases, even though two of the prob- 
lems required some arithmetical calcu- 
lation. The preferential replies to the 
last two questions gave the judges a 
basis on which to judge the awards. 

Question No. 10 was: “If you could 
have only one electric appliance in 
addition to electric lights, which would 
you choose? Tell the reasons for your 
choice in fifty words or less.” The 
little essays which resulted were the 
chief basis of the decision. Twenty- 
five different appliances were men- 
tioned, with accompanying reasons 
which would make extremely interest- 
ing reading for a dealer having this 
equipment for sale. First choice was 
radio, given this position largely be- 
cause of its wartime significance. 
Second came the electric refrigerator. 
Reasons given for this choice were 
food conservation, savings by reason 
savings of 
rubber and gasoline through fewer 
trips to market and guarding of health. 


Men Enter Contest 


Although, naturally enough, becaus« 
the questions were related to the op- 
eration of household equipment, the 
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“I'M FROM THE SERVICE DEP. 
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RTMENT OF THE ELECTRIC COMPANY—YOU SENT FOR A 





majority of the contestants were house 
wives, there was also a_ respectabl 
sector of men (32.91 per cent) an 
quite a number of children. The 9.8° 
per cent of the entries which can 
from youngsters showed that parents 
as well as young people had studie: 
the booklet and helped in framing the 
answers. The men for the most part 
selected household conveniences as 
their choice, giving as their reasons 
the greater health and happiness oi 
their families. 

Seventy-five awards were made, th« 
25 highest receiving IES floor lamps 
and the next fifty each a carton of six 
100-watt lamps. Contest winners re- 
ceived their awards at a general meet- 
ing held in the home service audi 
torium of the utility. This gave an 
opportunity for further expressions of 
opinion, many of the contestants go- 
ing out of their way to express their 
appreciation of the knowledge of San 
Diego conditions which they had 
gained through their participation in 
the event. Many of them had come 
from districts where the cost of elec- 
tricity was distinctly higher than on 
the coast and they were pleasantly 
surprised to learn of the advantageous 
rates available in their new home. 

Some dealers took advantage of the 
event to distribute folders to thei: 
customers, but on the whole dealer 
participation in the contest was smal! 
The power company credited this to 
absence of special dealer promotion o1 
their own part. Immediate results wer« 
an increase in goodwill, a sustained 
interest in using electric current o1 
the part of appliance owners, and th 
establishment of pleasant relations wit! 
1 large new block of customers. Later 
when appliances are once more avail 
ible for sale, the reasons for purchase 
given in answer to the last question 
will serve as valuable guides for ad- 
vertising 
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W.P.B. - O.P.A. Orders 





te base price is the highest net price 


ffect in the two months preceding 
bruary 2, 1942. On sales to new 
isses of purchasers the maximum 
ik-up allowed on the distributor’s 
ed cost is 20 per cent. 


PORTABLE ELECTRIC FANS FROZEN IN 
MANUFACTURERS’ HANDS 


ORTABLE electric fans in the 
eet of manufacturers have been 
wced under allocation by WPB to 
nserve the supply for war and es- 
ential civilian uses. Stocks in the 
unds of dealers and retail distributors 
e not affected. 

The order, L-176, stipulates that 
) fan in manufacturers’ stocks may 
» transferred without specific WPB 
proval, obtained by application on 
rm PD-556. Production of fans 
further restricted to the 5,000-odd 
its being assembled under Treas 
ry Department Procurement Divi- 
m “victory model” specifications, 
nder Navy and Maritime Commis- 
m specifications for shipboard use, 
d as a result of successful appeals 
om the provisions of the “stop” 
der, M-9-c. Except for the Treas- 
‘y units, other newly fabricated fans 
ay be transferred only after author- 
ation granted on PD-556 application. 


SERVICE BULLETIN ISSUED ON REGU- 
LATION 165 


HE Office of Price Administra- 
tion, on Sept. 17, began quantity 
stribution of Manual No. 2, explain- 
g how the service trades price regu- 
tion (Maximum Price Regulation 
165 as Amended—Services) ap- 
es to the more than 600,000 service 
‘tablishments throughout the country. 
Similar in scope to Bulletin No. 2, 
hich explained to retailers the opera- 
m of the General Maximum Price 
egulation, Manual No. 2 is intended 
help the many service trades affected 
understand the provisions of the 
‘rvice trades price regulation and to 
neck their ceiling prices under its 
rms. 
Services whose maximum prices are 
tablished by the regulation 


re listed 







WITH THIS ELECTRIC BLANKET | FIGURE YOU CAN HAVE BREAKFAST RIGHT IN BED, DEAR!" 
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in the manual. The 61 classes of 
service businesses regulated embrace 
among others the maintenance, rental 
and repair of many commodities, in- | 
cluding automobiles, aircraft, boats. 
electrical appliances, furniture, and | 
equipment for offices or stores. The 
included services range from launder- 
ing and dry cleaning to window clean- 


ing and stevedoring. Commission 
selling, custom processing of many 
commodities, and transportation 





brokerage are other services covered. 
The manual explains how to arrive 


at maximum prices under the service 

trades price regulation, and pn O U R A N s Ww E R 

other requirements which service es- 1S MAN HOURS W OR K 
FOR VICTORY 









tablishments must meet. 
Manual No. 2 is being distributed 
through all Regional and State OPA 





Cie: end War Price snd Rotlenie 4 We _ lick oe — or our enemies will conquer 

Boards, as well as through various | us. ere is no alternative. 

cvndin empuetations The Answer of The Voss Company — and Voss Employees - 
is to work harder than we have ever worked before in producing 
our part of the total war materials. 

UTILITIES MAY MAKE RANGE EXTEN- = < : mo 

SIONS We have confidence in our production facilities, in 


our craftsmen — and in the protection our war 
products will provide our Fighting Forces. Voss 
signifies Safety — whether in Voss Washers, or 


PB’s Power Division acted this | 
week to provide blanket author- | 


ization, under certain restrictions, to | War Products 
utilities to construct service extensions In War or Peace — play safe — order only 
for consumers needing electric or gas | . 


genuine Voss parts. 


| f 
OSS »:: MFG. CO. 
Davenport, lowa 


QUALITY WASHERS SINCE 1876 


gas facilities are installed. Addi- 


* 
Aircraft 
tional facilities solely for connecting 


gas or electric water heaters also are Antennae reel motor, wound for 1/13 H.P. at 
barred, but these appliances may be 8500 R.P.M.—either 12 or 24 volts. Equipped with 
connected with ranges within the limi- ball bousinge. Reversible (3 leads); diameter of 
tation on amount of material used. housing 2.306”: overall length not including the 
shaft extension. 2 15/16”; shaft-extension .766"; 
shaft diameter .250"; weight 1 lb. 3 oz. 


ranges and water heaters where no | 
service is now available. 

Supplemental order P-46-B permits 
such extensions where complete fa- 
cilities are not installed for serving 





either a gas or an electric range and | 
where the dwelling is not equipped | 
with a range of any kind. Connec- 
tions, including additional service | 
drop, primary, secondary and ground 
conductor but excluding service en- 
trance conductor and interior wiring, 
are limited to 15 pounds of copper 
or either 75 feet or 170 pounds of 
14 in. steel pipe. 

The order does not permit con- 











nections for gas appliances when 





facilities for electric connections are 
in place, nor electric connections when 












Type LD3R 


‘Signal Telegraph Instruments 









€ 

SIGNAL Wireless and Telegraph Instruments are playing 
an important part in the war effort. Constructed according 
to exacting specifications, they are used 
in many branches of the service and 
are recognized for their high quality 
and dependability. 








)-38 Key 
#112-S Sounder 


rtable Electric Tools 


OB-5 1%” standard duty electric 
drill. Ball bearing. Recommended 
for general production service. 
OB-8 %” light duty electric drill, 
designed for intermittent service. 


Signal Po 


| 


SW-37 Relay 





SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 
Offices in all principal cities. 
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FUEL CONSERVATION 
in Thousands of Homes 


DEPENDABLE 
CONTROLS 


Here's one way YOU can help stretch America's 
Fuel Supply even farther—help lift the load from 
our overburdened transportation facilities—render 
NOW, before 


cold weather starts, inspect, adjust, repair your 


a real service to your customers 


heaters now in use. Replace with new A-P Con- 


trols where possible 


ON NEW WARTIME 
BUILDING PROJECTS... 


Be sure to contact your local De 
fense Housing Contractors, FHA 
Offices and FPHA—tell them about 
A-P DEPENDABLE CONTROLS for 
Gravity Fed Oil Burning Heaters 
ee Furnaces. Dependable, trouble 
ree service of A-P Oil 

Control Valves is wel 

come assurance of fuel 
conservation so es 

sential to our Na 
tion's War efforts 



























A-P Model 240-Q, 
Temperature 
Limited Furnace 
Control. 


AUTOMATIC PRODUCTS COMPANY 


NORTH THIRTY — SECOND STREET 


MILWAUKEE © WISCONSIN 


PENDPRLE 
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New Rural Electric Uses 
Being Developed During War 


LECTRIC appliance dealers in the 

4 Cornbelt probably will be selling 
new units designed to make farm liv- 
ng more comfortable and farm pro- 
luction more profitable after the war 
as a result of experiments now 
underway at the Nebraska College 
of Agriculture under the direction 
ff F. D. Yung, research engineer in 
rural electricity. A new constant tem- 
perature laboratory has been set up 
for the experiments, and while Mr. 
Yung points out that metal shortages 
due to the war preclude the manufac- 
ture of any new appliances, the war 
will eventually end and the use of elec- 
trical appliances on farms will boom. 


Is Over, 


Potato Storage Unit 


being tested is built 
iround a differential thermostat to 
be used by potato growers for the 
more efficient storage of their product. 
The unit takes advantage of the cool 
night air to supplant artificial refrig- 
eration, and one thermostat starts up 
fans to bring in the night air when 
the outside temperature reaches a speci- 
Although the fans could 
be turned on manually, Mr. Yung 
pointed out that the thermostatic con- 
rol eliminates the element of human 
failure. 

One thermostat keeps the inside 
storage temperature equalized with the 
cooler outside air, while a second shuts 
off the intake fans when the tempera- 
ture gets down to near freezing. Some 
of the larger potato growers maintain 
irtificial refrigerated storage for their 
spuds, but the new unit will enable 
the smaller growers to preserve their 
potatoes in better condition at a nom- 
inal cost and thereby command larger 
market prices. 


\ unit now 


fied degree. 


Deep-Well Cooling 


\ second appliance being developed 
will be used to cool eggs and similar 
farm produce, using deep well water 
as a cooling element, and Nebraska has 
deep well water which flows the year 
around at approximately 55 degrees 
above zero. A radiator salvaged from 
an old automobile carries the cool wa- 
ter and an electric fan circulates the 
A galvanized iron pan in 
the bottom of the cabinet provides the 
proper humidity for egg cooling and 
similar storage. Wooden racks assure 
the proper circulation of cool air, and 
the unit enables the farmer to keep 
his eggs in better condition and hold 
them longer than present make-shift 
methods. 

This same idea has been used suc- 
cessfully for air conditioning homes 
yn farms and in small towns. Most 
farms have windmills to pump water 
for garden irrigation and stock tanks, 
can first be run through 
and air conditioning units 
wasting it from the original 


cool air. 


ind the water 
, 
the cooling 


without 


purpose. The cabinet now under test 
s made one-half inch insulation 
OCTOBER, 


board and it holds a constant tempera 
ture of 60 degrees above zero. 


Three-Zone Refrigerator 


Still another appliance is a three. 
zone refrigerator, which is a reach-in 
box. One zone holds a sharp-freeze 
temperature of 10 degrees below zerc 
A second is for cold storage, holding 
a temperature of zero to 10 above. 
The third zone is a regulation home 
refrigeration compartment which main- 
tains a temperature of about 35 de. 
grees above zero. This box will sup. 
plement frozen locker storage, or wil 
serve as a substitute in communities 
where the locker service is not avail- 
able. 

A two-zone box already has beer 
perfected by the laboratory and is buil 
on the same principal as the proposed 
three-zone box. The two-zone box 
now is being used for laboratory pur- 
poses, such as checking thermostat op 
erations. 

The new constant temperature lal 
oratory has a 3 H.P. compressor f 
the large room in which Mr. Yung 
maintains a part-time office and test- 
ing equipment. A second 3 H.P. conm- 
pressor refrigerates two smaller room: 
adjoining the larger room, and a tem- 
perature of 25 degrees below zero car 
be held in these rooms. The larg 
room will maintain a temperature o/ 
below freezing with present equipment 
It also has relative humidity contro! 
and the laboratory is insulated wit! 
eight inches of shredded redwood bark 


Bicycles for a Music 
Store 


AVE you gone past a school yar 

recently—or past a factory park- 
ing space, for that matter? If so, 
you will have been impressed with the 
large number of bicycles about. Th: 
youngsters who formerly had use of 
the family car are learning how 
ride a wheel as well as to steer wit! 
one, and so are their elders. Bicycle 
parties in the country are coming back 
into popularity. 

Foreseeing the growing demand for 
bicycles, as well as the dwindling sup- 
ply of electrical goods, the D. Z. Phil- 
lips Music Company of Pueblo, Colo- 
rado, about January first laid in a stock 
of rolling equipment. They introduced 
them to their customers with some ad- 
vertising and some telephone calls t 
old clientele. The result was quite 2 
satisfying number of sales to start 
with—and a growing interest since 
gasoline rationing has loomed a 
possibility, even in this section. 

Prices range from $30 to $50, wit! 
about a 20 per cent margin and, s 


long as equipment is available, the !ine 


can be carried with a relatively !ow 
investment. There are not many 


models to choose from and it is neces- 
sary to carry only a reasonable se!ec- 


tion, renewing the stock as s 
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How To Stop Bad 
Check Losses 


IKE most retailers, Harry Hop 

_ kins of Hopkins Appliance Shop, 
Detroit, has had to dig into his pockets 
for money used to accommodate a cus 
tomer by cashing a check with which 
| had been proffered plenty of appa- 
| rently good and substantial identifi 
cation. But not any more! 

After cashing a check from a stolen 
wallet, which, of course was filled with 
“identification papers” last January, 
and losing $34, Hopkins hit upon a 
simple idea that has completely stopped 
his “bad check” losses. 

Hopkins’ simple idea centers around 
an ordinary rubber stamp pad which 
he keeps alongside the cash register. 
Whenever anyone asks to cash a check, 
no matter what identification is of 
Yes, the materials that once made quick, healthful heat for thousands of - ed, Hopkins first takes the usual 

i . f precautions, then says something like 
Economaster customers are now making things hot for Hitler. Naturally thio: “Under ‘Ascacintion’ rales, we're 
we're proud. But we're darn sorry we can't ship you anymore Econo- now required to take the thumb or 
masters now. However... finger print of everyone cashing a 


. : ‘ St ae check. Just press your thumb on this 
After we write the peace terms in Berlin, Economasters with it's Glo- stamp pad, then on the back of the 


Heat unit, natural draft circulation, and infra red rays will still be the check, please.” 
favorite electric heater . . . radiating, circulating and reflecting for your Only a few have balked, and Hop 


customers .. . selling for you. kins is convinced their checks would 
have bounced. “Honest people un- | 


| 
| 
| 
| 











—— derstand,” says Hopkins, “but no 

ECONOMASTER . crook will give you his thumb or finger 

P R oO D U Cc T Ss Cc rs) IN Cc print to cash a check. He knows how 
. . 


easily he can be traced, and so do I. 











A Tennessee Valley Appliance Organization \C [ urge all retailers who are called upon 
to cash checks to use this simple little 
117-119 NINTHAVE. NO. NASHVILLE, TENN. ND LOW plan. It can save a lot of money.” 
PLANT AT SHELBYVILLE, TENNESSEE ABLE T ° ° 
iS AVAIL 

Paint Brightens ve Here are two items which will 
arg SE a RN Seer en See ne eg Pasadena Business aid your customers in using 
~" e ELIFVING that paint and enamel electricity in their homes today. 
—_ Get the right answer fast— are “naturals” for a store which | Display G-E heater cord sets and 
itr has always specialized in the modern fuse plugs on your counter. 


wil) for more efficient profitable izing of the home, H. L. Miller Com- G-E HEATER CORD SETS 
ark : . —_ pany of California has added these Th “SC a Bae Agee 
handling of every type of items to its stock of electric appliances. oe a oe 
C practical electrical job 


eo ; attractive, easy to use, and will 
F. T. Hoover, manager of the com- : . . 
give long service. They are ideal 


pany, has selected a fine grade of paints s . 
$ ° ee for your customers to use with 
and enamels, which he handles in 4-oz. 











A : \\ and 8-oz. sizes for indoor use and in their table appliances, irons, 
ite Thousands of men have used previous editions of this & MERICA} io “ pees mers: for outside | rath space heaters, etc. They will keep 
ya famous handbook with satisfaction, as a working guide 1c -~ sip Canny an weblion amg satire liances in operation 

2ark-M of everyday usefulness. Now it is ready to help you ELECTRICIANS Window displays and a prominent po- etal ° peration. 

 $0,f§ too, in a big new Sth edition—600 pages larger than HANDROOK sition just inside the entrance to the G-E FUSE PLUGS 

a the egg 4 ae br ee 4 . oy ecaamae ; store announce the new product to cus- Both G-E Textolite and G-E 

. nh ever betore e one rea OcKetDOOK O ractica ona . + ae : 

The electricity for you. 6 P P ‘ tomers. Response has been gratifying, | Pyrex* fuse plugs are available. 
e ; 5 P be CROFT with volume expected to grow as the They give lasting protection. 
W Just Published—New Sth Edition public becomes more accustomed to | The Textolite fuse has a clear 


rit} the change. indow; the Py fuse | é 
‘ef Croft's AMERICAN ELECTRICIANS’ HANDBOOK | this frm tas atso done we with a | magnifying tens. window. Both 
back HIS book is packed from cover to cover with the Revised by mechanical carpet sweeper, although indicate clearly when blown. 


facts which every man engaged in electrical work CLIFFORD C. CARR wartime restrictions may later make G-E heater cord sets and G-E 
1 for needs to have constantly at hand. It gives the informa- Head of Electrical Radian this article difficult to obtain. Paints | fuse plugs are high quality. The 


























sup- a - need Me the — - = 7 y he it. ing Department, Pratt Insti: | are not likely to be “frozen.” | G-E monogram each item carries 
+] rom clear explanation of the fundamentals o - tute . 4 
Phil-@ ! xP r . ater ms ; | will be recognized by your cus- 
~ ity to suggestions for remedying the troubles of electrical Obsolete Records } Th k : ds f 
OB equipment, the information is the kind that helps prac- 1600 pages of tomers. ey Know it stan S for 
stock @ tical electrical men—wiremen, contractors, linemen, plant ECAUSE of the danger of having | Quality, dependability and 
| 4 4 : C = . 7 . 5 . > ° ° ° 
uced superintendents, operators, construction engineers and  ractical data, helpful pointers, —_ a ca od safety in electrical merchandise. 
“ " explanatory illustrations and } to pay too many commissions tor 
> ad others—to select and install electrical apparatus and diagrams, uscful rules, recom- oe ES ee 8s? = ail | *Reg U.S. Pat. Off 
Is t materials intelligently for the performance of specific mendations. and short cuts, and selling, F. F. Stricklin of Long Beach 
- “ @ services. It gives the kind of data that will help them =e ee ee does not sell his obsolete phonograph For information about G-E Over- 
ite operate electrical equipment efficiently and to maintain 7% 1177 illustrations Te records through the sales staff of his the-Counter Devices see the G-E 
start@™ it at high operating efficiency. Price only $5.00 > "te Ne Merchandise Distributor near you 
. 7 record department, but turns them | ox mail the coupen below. 
’ ® 10 big, detailed sections: Fundamentals. over to radio salesmen at a nominal | 
a Properties and Splicing of Conductors. McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. - 1 ~ am th t aie the - KKK KK KKK KKK 
~: : *: *. " rice. allow . Oo give » as | 
awouse and Circuit € alculations. General Send me Croft’s American Electricians’ Handbook for pt KC €, allo 5 em . ~ Deane eae: Cee 
‘lectrical Equipment and Batteries. Gen- 10 davs’ examination on approval. In 10 days I will o “ust ‘rs tor rade-ins ; 4 
erators and Motors. Transformers. Out Ss 00, plus f. oy postage, or return book gitts to customer tor trade-in oa Section D1022-28 
Mo ‘ sto " - eno 5.00, us few cents pox . @ ) - Pe » a “ - 
side Distribution. Interior Wiring. Elec- postpaid. (Postage paid on cash orders.) combination sets. Otherwise, if rec- Appliance and Merchandise Dept. 
1, s tric Lighting. Wiring Tables } al iis > : “a Bridgeport, Conn 
» fin ® Accurate data and engineering principles Name oR wl se ords and set are written up on the Sirs: Please send me information on G-E 
= presented in simple, understandable way. same contract, the store may find itself Over-the-Counter Devices. 
® Many worked-out problems to illustrate Address paying a commission to the radio —— 
nan application of rules. ~ dress 
® All information in accordance with 1940 City and State . . teeeees salesmen and to the record department CNG wnccennsitnienicnen OO 
. National Electrical Code and preferred ’ as well—a pyramiding of charges 
elec present day practice. Position ° TOrTTiTiiriTrit itr ; t] d ; fit . 
whicn ne siender yronts on records OTe 
“R10 DAYS’ FREE TRIAL—MAIL COUPON {Comper oo FEM 10-42 § | i GENERAL ‘% ELECTRIC 
— will not stand. 
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ttery and some trays, the chances ar¢ 


she will want several items instead of 
me. A lot of tables about the shop offet 
the best way to show off giftwares. Get 
way from the appearance. If 
the merchandise comes packed in a 
box, display one item and don’t dis- 


play any boxes. That sounds too much 


“otorea” 
SLOT? 


You Can't Go Wrong On Giftwares 





sale, something a woman would like 
to have, yet is not likely to buy for 


CONTINUED FROM PAGE 20 





because both in buying and selling 
antiques special knowledge and experi- 


like a department store. Above all, herself. ence is required. 

don’t run in any cheap 10¢ glassware . 

1s it immediately knocks down in the _ Compacts and costume jewelry. Paper. Paperware is particularly 
customer’s mind the price he will pay These are much sought after by good these days with so many brides 
for high grade crystal.” younger women but it is likely that a living in temporary lodgings, and 

Some of the pointers in buving, as home specialty dealer does not have so families using paper napkins and 
uggested by Miss Hall, ar much young trade. towels. 

Men's gifts. There ha been _ Small furniture. Chairs, tables, are @reeting cards. The bread and butter 
nough gifts for men on the market. particularly good a older groups. of the gift business. “Greeting cards,” 
Such things as cigarette boxes, ash They “look the price. declares Miss Berthyl Glossinger of 
travs, hair brushes are absolutely sure Glassware and china. These are Dennison’s, Chicago, “fit into every 
ire standbys because they have plenty of holiday of the year, and have many 

Pictures. Small and medium size, “flash” and appeal, and because of the sentimental and personal uses. At Den- 


particularly of dait 
go with 


ty pastel type that 


anything, find a welcome 


high rate of breakage in the home they 
are always needing to be replaced. No 


nison’s, we carry cards that take the 
place of a letter, such as ‘Sorry-I- 




















narket from all classes. Girls like them one ever has enough glassware or didn’t-see-you,’ etc. Mother's day, 4a. i as a GIFT AND SEND IT TO PRIVATE 
their rooms, they fit into any type China in the home. Furthermore, the Christmas and other events have spe- WILLIE SMITH, CAMP DIX, N. J.” Ec 
‘ia house or apartment. Modern pic- war has not cut off supplies of this cial cards for those seasons. Right now, Fr 
ture framers are able to turn out type of merchandise. with so many boys away at camp the 
sorgeous displays these days. You Artificial flowers. They sell well to greeting card business is tremendous. 
lon’t need to be acquainted with the jower grade neighborhoods. One thing to remember is that men organize treasure hunts and put or 6 
ld masters if you are buying, just pick will spend much higher prices for cards other stunts at this time in order t 
wit something that gives a nice effect Antiques. It is a question as to than women. We carry a $1 card for pep things up. Valentine’s day an H 
. room. whether antiques can be worked into husbands to send to wives, but we have weddings are always sure fire for the H 
eT ee the giftware shop with any success. nothing like this for wives to send hus- gift business, but by and large it is a H 
gs RO See, ae fe Experts say it doesn’t work out if the bands. Women won't spend so much. business which anybody in a moment 
ato ore wetion ; ~~ antiques are original because replicas Fully 50 percent of the year’s gift- of sentiment is attracted to. If th K 
stware Dusim oiten destroy their possibilities of sale. ware business is done at Christmas. electrical dealer’s location fits into its 
® Woodenware. There are still plenty Unless the dealer is an expert in an- The summer is the period of slump requirements, mapy consider it a sur 
alad bowls and buffet gadgets for tiques he had better leave them alone, in the gift field and many stores often fire means of keeping the pot boiling. L 
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RATES: UNDISPLAYED 15 Cen 


CLASSIFIED 


ts a Word Minimum 


SEARCHLIGHT SECTION 


ADVERTISING 
OPPORTUNITIES: SELLING . . . EMPLOYMENT ... MERCHANDISE . . . BUSINESS 


DISCOUNT OF 10% if full payment is made 
in advance for 4 consecutive insertions. 


contract basis. Contract rates quoted on re 





7 
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POSITIONS WANTED (full 
I salaried employment only) % 
the above ra payable in advance 

BOX NUMBI Care of publication New 
York, Chicago or San Francisco Offices count 
as i0 words 





DISPLAYED INDIVIDUAL SPACES with 
border rules for prominent display of adver- 
tisements, 

The advertising rate is $8.00 per ineh for 
all advertising appearing on other than a 


quest. 

AN ADVERTISING INCH is measured %” 
vertically on a column—4 columns—48 in- 
ches to a page. Copy for new advertisements 
received by October 30th will appear in No- 
vember issue, subject to space limitations. 





Accessories 


























SPECIALTIES Products and Services 


WANTED 
Many of the more than 30,100 readers of Elec- 

trical Merchandising check this section for 
parts, services and accessories of value to 


Quick ANSWERS 


Electric Mangle Roll Pads and Covers BENDIX OR WESTINGHOUSE automati 


p Cleaner Bag Ironi 304 ds washers any age or condition also neon their business. Your advertising appearing Uu 

ma oev rs, v asl ‘ , ant roner ; — rn Rad Serv si iregg , . here regularly can add new customers to your to b siness roblems ag?» ' 

ver Ww i irone « t } adio Se ce sign. Gregg Appliance Co., & ~ : : 

yhio Textile Specialty Co., W. 54th, Cleveland F , list. Why not reach them now—through this : 
-_ “eo . ’ ° . & “— remont Ohio 


phio 


nexpensive advertising—beginning with the OY gay ty business problems 
next issue of Electrical Merchandising? are daily being solved quickly and 


easily by the use of the Searchlight 


(classified advertising) Section of this and 
Excess inventories or radio, appliances, parts, etc. 





q Our 116-page 1 
FREE! °°" FREE! 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices! 


other McGraw-Hill publications. 

When you want additional employees, 
want to buy or sell used or surplus new 
equipment, want additional products to 
manufacture, seek additional capital, or 
have other business wants—advertise them 








MIDWEST APPLIANCE PARTS CO. Submit your detailed lists to —=—"™ "CC . 
2722 W. Division St. Chicago, Ill. American Machinist Engineering & Min- 
er MAJOR APPLIANCES, INC. =, ae 

Your inquiry 925-33 WEST FLAGLER ST. 474 RIVERSIDE AVE. Scalage Sane AefacRemeance 

will bave special value . MIAMI, FLA. JACKSONVILLE, FLA. Elsetrical Serene Product Engineering , 
M Zoe mention thie magasine. when writing od. ATT'N WALTER D. ROWLANDS or ATT'N GEO. B. GRAY — wae Sele 


it but more important, this proof of active 
eader interest will demonstrate to the advertiser 
the usefulness of-—-and demand for—the vital serv- 
ew rendered by his advertising 


Departmental Staff 
McGraw-Hill Publishing Co., New York 
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KEEP YOUR NOSE 


| ABOVE WATER HERE'S WHAT WOMEN ARE 


INDEX TO ADVERTISERS y U Y a N G : 
ee aque © 
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But ave ty buying it from YOU? 
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Ask your jobber about "“SPEED- 
| STIR"—America's newest coffee 
=I American Rolling Mill Co . 40 Leonard Division, Nash-Kelvina- 17. A committee’s survey revealed brewer sensation. 
| American Tel. & Tel. Co.... 39 tor Corp. ...... . 33 that many merchants do 80 percent of | | 
=} Apex Electrical Mfg. Co. } . : - their business on 20 percent of their 
| Inside Front Cover Major Appliances, Inc. stock, By eliminating special sizes, odd 
Automatic Products Co... 48 Malleable Iron Range Co ed colors and outdated models it is pos- 
Manning, Bowmen & Co....... 37 sible to cut down one’s investment. 
| Barlow & Seelig Mfg. Co. 24 McGraw-Electric Co., Toastmas- 
Blackstone Corporation 6 ter Products Div......... 34 18. Reduce credit sales to absolute 
t Briggs & Stratton Corp. 22 Midwest Appliance Parts Co.... 50 | minimum, not only to avoid loss, to 
| save clerical time and paper. An aver- 
Carnegie-illinois Steel Corp. . 44 National Enameling & Stamping | age figure shows that a $50 sale is 
y dined Commute Stove Co. cetttees 29 needed to make up for a $1 credit loss. 
ii -— 32 Noblitt-Sparks Industries, Inc.... 50 | Right now when the going is tough, it 
Norge Division Borg - Warner | is advised that merchants force down 
Bester Co... The 13 Corp. 23 credit accounts to the lowest possible | 
Driver-Harris Co. ' 4“ Parts, Services & Accessories 50 number. 
: , Premier Division, Electric Vacuum | 19. Get together ‘vith the merchants 
Easy Washing Machine Corp “ Cleaner Co., Inc >" _in your district and attempt to shorten 
(ATE a ee Proctor Electric Co 42 store hours to save wear and tear, re- 


















































| duce sales help, cut down lighting costs. 
Frigidaire Division, General Mo- Searchlight Section 50 . I ” © cost | 
oi tors Corp. . t 21 Signal Electric Mfg. Co 47 20. Learn all you can about wartime 
Silex Co., The 19, wrapping. Wherever possible have | 
, General Electric Co 30, 49 customers accept unwrapped articles. 
t United States Steel Corp 44 Where possible use old newspapers for 
an Hill-Shaw Co. 5! wrapping nails or putty 
Vv . Mfg. 47 = tk? 
the Hoskins Mfg. Co 43 oss Bros @ Co 
tak Hotpoint 35 ey a Oe “ 21. Sublet any excess warehouse 
we teitineh eI & Mia. Ce space that you have in your store which 
“ n ° e ° . . 
"3 “eo ee SS a Se is not being used. 
th Celvinator, Div. of Nash-Kelvina 26. 27, Inside Back Cover 
its tor Corporation Back Cover Where To Buy 50 22. Cut down overhead. The nor- | 
a ll den ak a ; + tat 
mal ways of making more money by 
: Co i i Ld 7 . . > . . 
ing. Lenders, Frary & Clark 38 Zenith Radio Corp 25 selling more goods and raising prices | 
edie are out. The only way out is to reduce | 
= expenses. 
23. Eliminate special advertisin ’ 
FSCS SSE STRSTR ESTERS SESE “SPagaowses hI Rates ng | 
g| such as programs, blotters, handbills | 
: g|and goodwill offerings that have no | 
‘Do WE HAVE THE} °°!" 
1 ‘ ; ea 
1 a 24. Discontinue giving away of 
a ®) merchandise as prizes or donations for . F 
+ : 
: SIE cachads cumpen. for solving technical 
‘ = | and business problems 
; a 25. Do not run the risk of mark- D 
ic 8! downs by faulty storage, cutti d 
aie ’ s — - “es ing an When you want in- 
s If you've moved recently or are planning @ §) handling. Rust and corrosion is the | | formation tast—tor 
7 . . g| ever vigilant enemy of steel and iron dealing with difficult 
chan t us know now so that copies of Electri- 8 y ‘ ; 
: ge, let us o P ®| Breakages can readily occur from neg- sega yoann 
* « . . = ° , 4 or settling spe 
s cal Merchandising will continue to be delivered to 8) ligence. Watch your stock even more | managerial ques- 
4 . g| carefully for any signs of deterioration. tions, or for handling 
s you promptly. Use this coupon or a penny post- § eee amauta 
's t card . 26. Cooperate with the government | | tat arise in every 
ht : : g| on deliveries. What about pooling your shop, office, labora- 
e : : deliveries with your local grocer, drug- | | '*¥ and field— 
, Se ? : 
.. 4 g| sist, shoe man: _ Generally speaking, | get the facts—experience—data you 
“d a - g| everyone now is in the frame of mind need to solve your particular prob- 
Qr : NE I aie gan. idee necoaNs UPR ee een ek aa Wess kerr taaree G| to help you reduce cost of delivery, and | rag ol 
f- ’ 4 inasmuch as this is one of your large 
s ee Ra in oscnecs.consdawesdemebeke ts kee Gewnde neunseveliceipscetenes | expenses, it should be studied. 
> iia oo McGRAW-HILL BOOKS 
- ‘ eo ‘ a| 27. Revise present bookkeeping | 
. a la i ea sh") aha le a| methods to a more up-to-date efficient NEW 302-PAGE 1942 CATALOGUE 
- ®| system to save time, work and money, | NOW READY 
’ a SN Bis 05 coisiawan dow e eaten PERSE ee eee bee ke oeh ed eh aneoneeamns ’ | Here is your free guide to practical, expert 
/ information on scores of subjects—from Ac 
: a counting to Zoology. It contains me — 
a ‘iptions of ore the 2000 authoritative 
- ‘ I ID kis oa ods save ctverssnee deuce sea deetestenbuas Ohannes anes a coieadbadane tosis Guthens te tandacete tees 
+ % try, business, engineering and the sciences 
t s For your copy fill in and mail coupon. (Also 
piven séee beet ae Minkdetwa yte Oo it subjects of special interest o 
| Company ee etn ae th ae a <2 ken - waite be Pesce a “detailed information.) 
a 
© Your  titl : sesesserens MAIL THIS COUPON 
‘ our  PRETTTITIIILITILITILTritttre errr - - c P 7 McGraw-Hill Book Co., Inc., 330 W. 42 St., M. Y. 
: ” Send me a free copy of the New 1942 Catalogue 
s a of McGraw-Hill Books I want to know more s 
P| eas @/ 98. Read your trade papers more in- | — : 
z aA ° | - : 
. MAIL TO McGraw-Hill Publishing Company, Inc. g| tensively. They are best suited to ad- | case : 
1 Circulation Department ®) vise you on government rulings, and | [RTS ONE 28 : 
1 B! can give you practical experience on ee te : 
rl 330 West 42ad Street N. Y., N.Y. §/ your problems, leading articles are full if ve penne torey 
4 e : - ty o} : 
se RBBB BBB eee eee eee eee eee eee Of sound advice and suggestions. OEE 
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LETTERS 





REGULATION 165 


j } 

\ copy of the September issue of 
ELECTRIE MERCHANDISING has just 
come my attention and we greatly 
uppreciate the article on Page 10 in 
onne n with Maximum Price Reg 
ulation No. 165 as ar ended 

There are a few points, however 
that Mr Alter has not correctly cov 
ered and which are mentioned now 
for your informatio 

In the second paragraph of this at 
cle, it mentions “ interesting also 


Ss an exemption to the Regulation for 


services rendered others than con 
sumers’, such as commercial and 
dustrial houses While was 
true that the original Maximum Price: 
Regulation No. 165—Consumer Ser 
ices—was limited to apply only t 
services rendered at the ultimate co 
sumer level, the Regulation now 
effect, Maximum Price Reeulati 
No 165 as amended CoV SeTVICE 
rendered at all levels—retail. whole 
sale, commercial, industrial. et ex 
cept in a tew specinc instances, as 


GIRLS TRAINED IN 


OMEN are filling in the 
ranks it ppliance repair 
shops in Birmingham, Ala.., 
as servicemen are being lost to the 
armed services or to defense plants. 
At the instance of the Birmingham 
Electric Company and _ cooperating 
lealers, i sch | tor girls in electric 
appliance repairing was held under the 
sponsor hip if the City Board of Ed 
ucation and state and federal depart- 
nents of vocational education. Other 
classes will be held to supply the press 
ng need f ppliance repairers. 
Accordi t W \ Matthews, of 
the Birminghar Electric ompany, 
wh ictes i tructo in the first 
school, “the took to mending 
with wires like their grandmas did 
with needles.” This class was held in 
the shop of the Simons Electric Com 
pany and as part of the course the 
girls were actually given out-of-order 
waffle irons, iron, toasters to fix, get- 
ting actual experience as they learned 
ind those desiring were able to get 
od S n as they finished th 
ourse 
Shortage Acute 
Che shortage of help in repair shop 
became acute early the year. Part 
f this was due to tl s of men and 


part to the increase in the amount of 


» buy new ; 


work. Owners not able t ip 

pliances ire havit S more f th old 

) é In fact a coonerative 

ed by the Bi g 

i | ct Lompany ind dealers 

t wners to “help win the war by 

ng your appl last longer.” 

While the entry omen into a 

I ] ved for me la 

velp mt ¢ pletely ved 

| | TI vyomen mechanics 

ire utilized chiefly on small appli- 

ce There till a icute short 

wwe of it repa men and 
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marked on Pages 38 and 39 in the | 
enclosed Manual No. 2. In addition. | 
certain of the services included in| 
the present Regulation are performed | 
only at the industrial or commercial | 
level. | 

The last paragraph in this section 
Mf the article carrying the subheading. | 


“Records and Reports Required,” | 
properly indicates that this statement 
must be filed on or before September 
10 with the appropriate War Price 
and Rationing Board, but in the first 


paragraph of the next section headed, 


“Strict Compliance Recommended,” | 

° . . | 
ind being the paragraph beginning | 
“also under paragraph (d) it now be- | 


‘omes,” it is indicated that this state 
must be filed with the District 
wr State Office of the Office of Price 
\dministration. This latter statement, 
f course, is not only at variance with 
the previous paragraph, but is incor- 
rect, and sincerely hope that this 
not cause undue confusion to your | 
readers. 

Merce Fainsop, Director | 
Trade and Services Division 

OPA, Washington, D. C. 


ent 


we 
will 


Retail 


APPLIANCE REPAIR (s+: cover) 


me shops are having to turn away 
this business as a result. A few shops 
are training their own girls rather | 
than wait for them to finish a city | 
course. As an example the daughter 
of J. R. Boggs, proprietor of Boggs 


Radio & Electric Service, who had 
formerly acted as secretary of the firm 
has taken up tools and learned to re- 
pair She said it was 
a matter of necessity as often no one 
else was around to do the job. 

A few shop operators contend that 
girls can’t do the work 
and that they not mechanically 
minded. They prefer to get along th: 
best they can, even with 
service f 


small appliances. 


satisfactorily 
are 


a depleted 
3ut for other up and 

the slogan right 

is “Let the women do the work.” 


torce 
shops 


going 


now 


Advertised Service 


The utility in plugging for repair 
business published a number of three 
and four columns advertisements in the 
As it handles no repairs 
itself, the names of the some 60 re 


newspapers. 


pair shops in the city were given in| 


of the advertisements. 


some 


One ad 


| 


entitled “Make New Workers Out of | 


These Casualties,” showed a repair 
shop with crippled appliances hobbling 
in and hopping out clapping 
hands. Another is entitled “Your Elec 
tric Repair Shop Will Make You As 
Good as New.” 

Some of the advertisements advised 
how they could make their 
appliances last longer by keeping them 


guarding 


ywwne;rs 


ciean, against 


etc. They were advised to take them 
to a repair shop for an occasional in 
spection. Dealers tied in with thi 


advertising and the result was to pil 
up business in shops all over the city 
As a result the new girl workers have 
been too busy to turn any shop into 

boudoir. 


their | 


overheating, | 
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